VOLUME 106 NUMBER 25 
FEBRUARY 23, 1935 


EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT, 
Executive Vice-President 
Vice-Presidents: 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
HUGH M. BOWEN 
SAMUEL G. KRIVIT 


ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD, Managing Editor 
OWEN A. THOMAS, Associate Editor 
HARRY R. TERHUNE, Field Editor 
RUTH HARRINGTON, Fashion Editor 
JOHN J. REILLY, Art Editor 
HERBERT B. GOODRIDGE, Make-Up Editor 


Owned, Published and Copyrighted 
by 


© 


CHILTON COMPANY 
(Incorporated) 


Executive Offices: 

Chestnut and 56th Streets, Philadelphia, Pa. 
C. A. MUSSELMAN, President 
FRITZ J. FRANK, Executive Vice-President 
Vice-Presidents : 

FREDERIC C. STEVENS 
JOSEPH S. HILDRETH 
GEORGE H. GRIFFITHS 
EVERIT B. TERHUNE 
ERNEST C. HASTINGS 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 


BOOT anp SHOE 
RECORDER 


with which is combined The Shoe Retailer 


239 West 39th Street 
New York, N. Y. 





In This Issue 


Voice of the Trade 


Spring Bill of Fare in Shoe Materials 


“Shoe Salon, 1935 Model.......... 


Ads That Tell a Spring Shoe Story 
How Fyfe's Cultivates Friendships 
The Editor's Outlook. 

The Younger Generation 

Join the Foot Health Parade. 
Signposts to Progress. .. 

N.S.R.A. News Bulletin. . 

Leo P. Memzek Joins Compo 
Building Nurses Shoe Business 


Shoe News ....... 








BOOT AND SHOE RECORDER, February 23, 1935 


WHEN SUMMER FROCKS CALL 


“ lin Shots. 


Summer style forecasts accent femininity 
—the swing is to softness of texture, free- 
dom of the gracefully flowing line. Smart 
dress prints will call for the airiest types 
of summer shoes in a wide range of colors 
and materials. Thus Tweedies point the 
way to larger summer profits, for you will 
find them replete with styles that meet 
the summer shoe demand in the $5.00 field. 
Tweedie Footwear Corporation, 
Jefferson City, Mo. Shoemakers 

since 1874. 








: 





PATTERN NO. 1418-2 
“From the line that sells” 
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par den of a graduated work- 
week for retail stores, which at 
the present time is 40, 44 and 48 
hours, based upon hours of store 
operation, was strongly urged in a 
brief filed with the National In- 
dustrial Recovery Board by the 
National Council of Shoe Retailers, 
Inc., at the hearings on Employ- 
ment Provisions in approved 


Codes. 
th 


“The hours of operation of a 
retail store are determined prin- 
cipally by the buying habits of the 
community in which a store is 
located and of the people who it 
endeavors to serve. The wide 
variation in hours of operation of 
stores in different communities is 
initially the result of customer’s 
habits and customer traffic in rela- 
tion to the type of store unit and 
its requirements for profitable 
operation.” 

“At the lowest point of depres- 
sion, employment in retail stores 
had declined much less. than em- 
ployment in productive industry. 








This was true because, to operate 
at all, the retail store must main- 
tain a minimum staff, always ready 
to serve the public, even if quite 
intermittently — while a factory 
needs to maintain only those 
workers necessary to the operations 
it undertakes, or, for periods of 
time, none at all.” 


* % * 


F L. EMERSON, president of 
- Dunn & McCarthy, says: 
“There is no article of merchan- 
dise, at least in wearing apparel, 
so involved around sizes and widths. 
In the grocery store, if you have a 
barrel of sugar you have some 
sugar, but in a shoe store you can 
have 1000 pairs of shoes with noth- 
ing to sell, and a good run of sizes 
on Patent Leather Pumps won’t fill 
the demand for Black Kid Ties, and 
if you want to get rid of your 
Patent Leather Pumps take good 
care of the demand for Black Kid 


Ties. 
$TOCK 


“Taking off sizes is one of the 
most prosaic pieces of drudgery 


Page 13 
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connected with shoe retailing but | 
know of nothing that transcends it 
in importance—both as_ regards 
getting rid of discontinued mer- 
chandise and keeping on hand sizes 
and widths of good selling mer- 
chandise in daily demand, and if 
I may assume to offer one word of 
advice it is—physically size up 
your stock at least once a week 
and oftener if your business is real 
active.” 





| 


G. LIPPINCOTT of the Cow- 

+ ard Shoe Company says: 

“We, as shoe men, are merely 
good mechanics and if we would 
preserve the health of the feet we 
must do as any good architect does 
with his building, that is, properly 
balance the weight of the body 
evenly over all the weight-bearing 
areas. 

“The A. M. A. Journal makes 
this comment: ‘A New York Ortho- 
pedist has discovered 189 trade 
names for shoes which carry the 


word DOCTOR. There are Doctor 











So-and-So shoes or shoes designed 
by Doctor So-and-So.’ 

“Two questions rise at once—are 
the shoes really designed by doc- 
tors, and, if so, how can a doctor 
make any one shoe design for hun- 
dreds of different shapes of feet 
that he has never seen since every 
foot differs from every other one. 
It should be apparent that no shoe 
constructed according to a stand- 
ardized type could be quite ade- 
quate for any deformed or weak- 
ened foot. 

“A moment’s thought shows how 
ridiculous it is to suppose that an 
ordinary shoe salesman can take a 
pair of Dr. Blank’s shoes from a 
shelf and make them fit a buyer 
whose foot needs a special last. 
The tendency of such a practice is 
only to cheapen the value of the 
word ‘Doctor.’ 

“If we are to have 189 kinds of 
‘doctor’ shoes, how long before we 
shall have a thousand kinds of 
‘doctor’ hats, socks, handkerchiefs, 
pajamas, and what-not? The pro- 
fession is already plagued to dis- 
traction by the platoons of charla- 
tans and mountebanks who pose as 
healers and miracle workers. Why 
should the shoemakers, butchers, 
bakers, and candlestick makers join 
their ranks and pretend to be 


‘doctors.’ ” 
% wt % 


HARLES BENNETT BROWN 
of Special Feature Shoes, Inc., 
of 590 Fifth Avenue, New York, 


says: 


“During recent years last mod- 
elers have come around to giving 
adequate bases for heels in lasts, 
but the constant cry of slipping at 
the heels has forced them to make 
each new last narrower than ever, 
less than half way up the heel of 
the last, and at the top. They then 
go through untold labor and worry 
getting what they believe to be the 
perfect heel curve at the back. 
This done the new last is offered 
to the retailer as the answer to the 
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—A college professor was delivering a 
lecture on the science of thinking. 

—Following the lecture, a great many 
people went up to congratulate him. 

—Among them was a young woman who 
enthusiastically remarked: 

— "Doctor, | have read all of your 
books and have attended many of 
your lectures; and out of your books 
and lectures | have mastered the 
power of concentration." 

—"Splendid," replied the professor, 
"and what are you concentrating on 
now?" 

—The young woman answered: "Oh, 
on a dozen things!" 

—MORAL: During 1935 resolve to con- 
centrate on only one thing—your job. 


SG nnit 0 ( trKis_ 


President. 





Strange as 
not work. 


heel fitting problem. 
it may seem, it does 
Why? 

“I do not profess to know all 
about this complex subject, but I 
do know one main reason why this 
does not accomplish the desired re- 
sults. There just is not enough 
room in that shoe for the heel of a 
human foot. The sides of the coun- 
ters must be pushed out sideways 
to make room and that draws the 
back line in at the top, destroying 
the supposedly perfect heel curve. 
(Take any shoe and spread the 
counters at the top with your 
thumbs ‘and see what happens to 
the top line at the heel seam. It is 
pulled forward at least 1/3 to 14 
of an inch and many times more.) 

“This pulling in or forward at 
the back shortens every shoe at 
least one full size by forcing the 
foot forward, causing the shoes to 
be short in the toes and leaving a 
large air pocket around the back 
of the heel that causes loose and 
slipping heels. Look at any worn 
shoe; then compare it with one 
that has not been worn, and you 
will have a picture of what has 
happened.” 


February 23, 1935 


EORGE H. VOSE, dean of the 
staff of the United Shoe Ma- 
chinery Corporation factories in 
Beverly, had a birthday Feb. 3, and 
he summed up 83 years of activity, 
and 66 years’ experience in ma- 
chinery, with the observation— 
“T never worry about tomorrow, 
but try to do today the things that 
ought to be done today, in the way 
they ought to be done.” 


* + *% 


R. JOSEPH LELYVELD of 
Rockland, Mass., said in con- 
vention: 

“The latest record of the Office 
of Copyright disclosed 865 arch 
and health shoes registered by 
trade name and 197 doctor shoes, 
or those which the manufacturers 
claim are doctor designed. The 
worthiness of all these shoes for 
foot health can be determined only 
through the integrity of the maker. 
Somewhere, there is a real need 
for greater shoe research so that 
by some means you can be assured 
that the shoes of your selection are 
fundamentally as represented. The 
time has arrived when the shoe in- 
dustry should set up its own prov- 
ing ground to test the manufac- 
turers’ claims, to prove the worthi- 
ness of the patented features and 
copyrighted trade marks for which 
you pay an extra premium and the 
aggregate consumers pay millions.” 

* * * 


W. CONAWAY of the Shoe 

+ Fashion Research of New 

York, continues to be quoted for 

what he said in convention about 
the “Guz-Unta” system: 

“It is a very common practice 
(which almost invariably results in 
loss of sales through either lack of 
style appeal or poor fit) that is 
termed the ‘GUZ-UNTA’ system, or 
universal habit of putting every 
new and beautiful style creation 
into an old base. Many times the 
base is both “base” and ancient and 
the results are ludicrous.. The 
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manufacturer is not as often to 
blame for this as the retailer, who 
dreads to experiment with a new 
outline because he knows the old 
one fits. 

“Here again, we must bounce 
the responsibility back to the man- 
ufacturer for not convincing the 
retailer that it is only .after all a 
designer model cutter’s problem 
and pity the man who calls himself 
a designer who cannot produce 
many different beautiful base pat- 
terns, all of which will fit. 

“We repeat with confident em- 
phasis that both manufacturer and 
retailer lose business by not inject- 
ing more new base outlines in their 
styles. The multiplicity of new de- 
sign and materials necessary to co- 
ordinate the fashion in shoes with 
correct fashion in other wearing 
apparel, make this imperative.” 


PROBLEM in shoe distribution 

presented by the boys in the 

store of C. R. Anthony Co. of Bar- 
tlesville, Okla. 

This city has a population of 15,- 
000. There are four shoe stores 
selling shoes from $5 to $8.50 in 
a total of six exclusive shoe stores. 
Some eight stores right in the 
square sell shoes retailing from $3 
to $6. 

Bartlesville is 58 miles from 
Tulsa and about the same distance 
from Coffeyville, Kansas—so that 
the town will lose as much business 
as it will gain from the smaller 
towns. 

Here is the problem: There are 
3750 women in the town, and there 
is an estimated stock of 10,500 
pairs of novelty shoes retailing 
from $3 to $6. So——What’s 
going to happen? 

* * * 
L. ALVORD of Bridgeport, 

« Conn., says: 

“There seems to be no limit to 
the wording of much advertising 
which may be technically true but 


1935 


goes a long way to imply that 
which is not true. When a store 
uses certain ‘sale’ expressions in 
their advertisements, they are often 
as false as though untruths were 
printed in full. 

“This is very noticeable at the 
opening of the season when the 
goods just received: from the fac- 
tory, newly openede and displayed 
for sale, are advertised at cut 
prices. Is such a presentation rea- 
sonable, sensible or truthful? 

“Are there no other words of 
value, such as beauty, usefulness, 
fashion, fit, etc.? Why should the 
‘Sale’ feature be used at the open- 
ing of the season? When are goods 
sold seasonably? How can the word 
‘Sale’ be used truthfully on shoes 
uewly made up for the opening of 
the season? Will no other word 
attract attention?” 


% % * 


EORGE B. ROSENFIELD of 
Cornell Unity, Inc., New York, 


- writes: 


“It is with great interest that | 
read the article by Mr. Williams 
in your Feb. 9th issue. I certainly 
hope that you will continue to in- 
vite men of Mr. Williams’ standing 
to contribute to your wonderful 
paper on the campaign for quality 
merchandise. 

“It is a pleasure to those who 
still love quality merchandise to 
know that there are others left who 
also appreciate it. I hope the time 


. 


























. 


GRAHAM 
PUNTER- 


will come when we will not have 
to figure what a quality shoe will 
cost and worry how to get our 
money out when it comes to selling 
it. 

“It is gratifying to know that 
merchants are taking an interest in 
developing a taste for quality shoes 
in these times when price plays the 
main part.” 


*% * * 


ROSPERITY of the chains may 

be adversely affected by the 
United States Supreme Court deci- 
sion (5 to 4) that the “State may 
tax the large chains more heavily 
than the small ones, and upon a 
graduated basis,” because “broadly 
speaking the chain’s opportunities 
and powers become greater with 


‘the number of component links and 


the greater they become, the more 
far-reaching are the consequences 
both social and economic.” 


* *% *% 


LE SWANSON, who manages 
the Walk-Over Shoe Store in 
Omaha, Nebr., says: 
“Business better? Il say it is. 
For the first six months of last year 
our sale per pair averaged $9.25, 
while for the last six months of the 
year it was just a nickel and a dol- 
lar better or $10.30. Pairage sales 
showed a gratifying increase dur- 
ing the last half of the year too, 
so that we closed with an increase 
which was really worth while.” 


Boss:—''What's the idea—throwing those shoes away?" 


New Clerk:—''They're no good. 
fit any of them.” 


| tried to fit them on six fellows, and they wouldn't 














The SPRING 


We have never had such a varied se- 
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lection of shoe materials to offer the 


customer. 


tume scheme for Spring? 


By 


Ruth Harrington 


THE selection of shoe materials used to be so simple, 
as simple as a lunch wagon bill of fare—your choice 
of ham and eggs, beans or hamburger! But now it’s 
different. The variety is as wide as in the menu at the 
Ritz—where you don’t know quite where to begin or 
how to end. Hundreds of new grains and finishes in 
leather, hundreds of new fabrics and dozens of new 
combinations. 

This Spring, variety is the spice of shoe materials as 
it never was before. It’s all undoubtedly stimulating 
to business, but it makes merchandising decidedly more 
complicated. 

And so, in this discussion, we have set out to analyze 


How does each one of 
these materials fit best into the cos- 


Smooth Calfskin 
Grained Effects 
Basket-Weaves 
Suede Finished Leathers 


Combinations 
Kidskin 
Patent Leather 
Fabrics 


the place of each major material in the fashion scheme 
of things. In their relation to Spring clothes, where 
does each one fit most appropriately into the costume 
picture? How can we best promote kid? What is the 
most logical place for patent? Where do fabrics fit in? 
And so on. 

Let’s begin with kid and calf, the two basic leathers. 
In general it has always been true that calf was the 
tailored leather—kid the formal one. But this Spring 
we find that this distinction is more obvious than ever, 
because clothes divide themselves so sharply into these 
two classifications. A tailored suit never looked smart- 
er than it will this Easter. And, at the same time, dis- 
tinctly feminine costumes are very much with us. 
Feminine all the way from their bonnets and ringlets 
to their slender and formal shoes. 

This costume contrast in the mode is dramatized in 
the two major “influences” we talked about two weeks 
ago—peasant and regency. Tailored and elegant. 


This kid shoe, with its white "ruffle" 
trimming, ties in with the feminine 
"dressmaker" suit. 
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in SHOE MATERIALS 


Rough tweeds and fine silks. There they are, side by 
side. And the calf shoe scores in one classification, kid 
in the other. 

This year the smooth calf leathers must share the 
honors with grained and other novelty effects. In these 
novelty leathers the basket-weaves are way in the lead. 
Why? Because they are a fresh variation of the theme 
of surface-interest that women like so much. Also 
because they make extremely simple, air-conditioned 
walking shoes for the woman with sensitive feet. 

Suede finishes, as we see them, are at their best under 
three conditions: (1) As a new’way of styling blue. 
The navy suede shoe does look completely new, and 
is very important as an accessory to the pastel colors 


that are new in tweeds. (2) As the best selection for 
“odd” shoe colors, like gray, beige and chamois, which 
look either too flat or too conspicuous in smooth leath- 
ers. (3) As the most flattering base for tailored com- 
bination shoes, particularly when light colors are used 
for trimming. 

A “natural” for kid is its tie-up with taffeta. The 
Paris openings gave further endorsement to the taffeta 
ensemble and to taffeta trimming touches. We will do 
a great deal of rustling around this Spring in these 
taffeta costumes. Kid, with its soft lustre, is in just 
the right key. Various and sundry other soft little 
“dressmaker” suits, in various sheer, and semi-sheer 
woolens, in Matelassé (or blistered) silks and synthetics, 
in printed materials, combined with plain color fabrics, 
also call for kid shoes. 

Pastel kid suede, as a luxury fashion, promises to 
do its bit this late Spring and Summer to blend with 
delicate shades in clothes—these now-famous “regency” 
pastels. 

Patent has a definite fashion standing. All the cos- 


tumes trimmed with lacquered accents (patent leather 


flowers, for instance) all the new, shiny straw hats cry 
out for patent leather shoes. Black first, with some 
navy blue and brown. The patent tie or classic opera 

[TURN TO PAGE 50, PLEASE] 


The combination 
shoe, in suede or 
fabric with smooth 
leather, is a high- 
light for 1935. It is 
shown here in beige 
and brown to com- 
plete a plaided 
woolen in these two 
tones. 


Patent Leather sandals are loq- 
ical with the clear, crisp pat- 
terns and colors of new prints. 








HARRY L. DANIEL 


Successful Young Shoe Man Who 
Manages Jones Department 


Wuen the Jones Shops in Fair- 
mont, W. Va., conceived the idea 
of building a new department store 
it was with the firm purpose of 
creating a “Store of the Future.” 
It was to reflect the newest ideas 
in beauty and artistic appeal, and 
embody the most modern facilities 
of convenience to the customer. The 
new store was completed and 
opened to the public in November, 
1934. Everyone who has seen it 
agrees that it lives up to the ideas 
and ideals of the firm that spon- 
sors it and the architects and de- 
signers who conceived it. 

The shoe department, located on 
the first floor of the building, is 
not only one of the most beautiful 
in that section of the country, but 
in its appointments and equipment, 
it is one of the most modern and 
up-to-date retail shoe establishments 
in the country. It is paneled in 
exotic oriental woods, imported 
from Australia and Africa. The 
carpeting is of deep rich raisin and 
peach colors. Pylon displays and 
circular shadow boxes not only pro- 
vide exceptional facilities for the 
showing of shoes within the store, 
but add immeasurably to the beauty 
of appearance. Modern cushioned 
chairs, mirrors and fitting stools 
make up the equipment. X-Ray 
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SHOE SALON, 


Exotic Woods, Diffused Lighting, Rich 
Colors, Air Conditioning and Furnishings 
in the Modern Manner Combine to Make 
Jones Department, in Fairmont, W. Va., 
a Shop of Unusual Beauty. 


shoe fitting service is provided. 

Indirect lighting from overhead 
coves in the ceiling gives a brilliant, 
yet diffused and shadowless illumi- 
nation of twice the usual intensity. 
This lighting effect, combined with 
the richness of the exotic woods, the 
warm toned carpet and contem- 
porary furniture, makes an ex- 
tremely handsome department. All 
of the stock is concealed in stock- 
rooms back of the paneling. 

Shopping in the new Jones Store 
does not fatigue the shopper in the 
same way that shopping in the 
average store does. Air condition- 
ing and the scientific lighting ac- 
count for much of this improved 
condition, but the fact that the vari- 
ous shops or departments are 
located in cleverly and artistically 
designed nooks is an important 
factor also. And so are the steps 
that have been taken to reduce the 
customary noises of department 
store traffic. 

There are no long vistas in the 
new store; no straight aisles flanked 
on each side by counters and sales- 
people. Instead the eye encounters 
in every direction clever arrange- 
ments of show cases which banish 
monotony and add greatly to the 
attractiveness of the establishment. 

Moreover there is an entirely 
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1935 MODEL 


different motif, or theme, to the 
furnishings and decorations on 
each one of the four floors with 
which the buying public comes in 
contact. The first two floors are 
lighted entirely by artificial light 
which comes from lamps _re- 
cessed in the ceiling. It has been 
found by lighting engineers that 
for matching colors, recognizing 
shades and doing the hundred and 
one other things shoppers do when 
they buy clothes artificial light is 
far superior to daylight because it 
is constant, while daylight varies 
with every change of the weather 
and with every hour of the day. 

The theme of the first floor is 


symmetry and simplicity, and the 
lay-out of the various departments 
was designed by an expert in the 
trafic problems of busy stores. It is 
the aim of such experts to arrange 
the shops so that the utmost pos- 
sible sales results may be obtained 
from the space available and at the 
same time reduce to a minimum 
the danger of jams on the floor 
during busy seasons. It may readi- 
ly be understood that to do this 
successfully is no easy task, but it 
has been done in this new store. 
The new Jones store was designed 
entirely by the Grand Rapids Store 
Equipment Co. Harry L. Daniel, 
widely known among shoe men of 


THE JONES SHOE DEPARTMENT ......... 


West Virginia and Kentucky, is in 
charge of the shoe department, 
which is merchandised by Taggart 
& Duis of Portsmouth, Ohio. 

Experience of merchants who 
have remodeled and modernized 
their stores proves beyond a ques- 
tion that attractive store fronts and 
beautiful interiors have a definite 
value in the promotion of sales. 
They. tend also to enhance prestige 
and create good-will for a store. In- 
dications point to a widespread in- 
terest among shoe merchants this 
year in the modernization and im- 
provement of stores. Those who 
have such plans in view will gain 
many useful ideas from _illustra- 
tions and descriptions of new stores 
appearing frequently in the Re- 
CORDER. Better shoe stores provide 
a powerful stimulus for a_ better 
shoe business. 


Fairmont, W. Va. 
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With an Abundance of New 
— and Interesting Fashions to Fea- 
ture, the Retail Ad Man This 
Season Spares Neither Effort 
nor Expense to Make Ads In- 
teresting and Productive 


















An unusually attractive cooper- 
ative advertisement featuring a 
style from each of ten New Or- 
leans firms is reproduced at the 
left. It occupied a full page in 
the Item-Tribune. 

















S PRING shoe demand is making 
itself felt, even in the North, 
where Winter still holds sway. 
Stores are selling Spring shoes, 
featuring them in windows, adver- 
tising them in newspapers. And 
from now on, interest in Spring 
footwear and the new Spring 
fashions will steadily increase. 

For weeks Spring advertising has 
dominated the newspapers at 
Southern resorts and in the larger 
cities of the South. Now Spring 
shoes are also being featured in 
the ads in New York and other 
fashion centers of the North. 
These ads tell an interesting story 
of the new styles, and never, it 
seems, has there been such a variety 
of novel designs, patterns, materials 
and treatments as one finds por- 
trayed this season. With such an 
abundance of material to work 
work with, it’s small wonder that 
shoe advertising men are using 
their talents—and the facilities at 
their disposal—to the utmost to 
create ads that are attractive, inter- 
esting and informative. 

With so many striking new pat- 






terns to illustrate, advertisers are 
naturally making generous use of 
illustrations, designed to show their 
styles to the best possible advan- 
tage. Big shoe illustrations de- 
signed to dominate the ads are much 
in vogue this season. Pictures of the 
shoes themselves are reinforced and 
made doubly effective through the 
use of clever drawings to suggest 
the costume, use or occasion for 
which the particular shoes featured 
in the ads are designed and created. 

Copy writers, too, have done 
their part to make the new Spring 
shoes attractive and to create in the 
minds of prospective customers the 
desire of possession that will 
prompt them to buy. Here are 
some interesting examples: 

From a Burdine (Miami) shoe 
ad, featuring the Sunshine Fashion 
Sandal that has created such a 
sensation at this smart Florida 
resort: “Wear it from seven till 
seven. An amazing sandal 


timeless and ageless. Timeless, 
yes: from dawn to dusk, whether 
sunning or shopping, wining or 
dining . . 


. it carries you through 














BOOT AND SHOE RECORDER, February 23, 


1935 


Tell a Spring Shoe Story 


in utter chic. Ageless, yes: both 
sixteen and sixty (and in between, 
too) wear it with equal eclat. Of 
softest gazelle and kid, it has a 
laced effect thoroughly tropical, a 
Continental heel utterly sophisti- 
cated, colors of peasant brightness. 
All white, or white with red, navy, 
green, maize, brown. Also blue 
with white, buff with brown. 
12.50.” 

From Saks 34th Street, New York, 
an ad featuring Java Ring Lizard 
shoes: “Every skin is a full skin, 
not pieced. Every shoe is perfectly 
matched to its mate. The opera 
pump has the much sought after 
Continental heel. The strap shoe 
has the narrow combination last so 
fine for slender feet. The oxford is 
a perfect complement to your 
tailored suit and wool street dresses. 
All in natural grey with 
enough black in them to make them 
go with everything. Sizes to 9; 
‘widths AAA to C, Mail and phone 











ie 
NEW SAKS -34,/. 


ING SALE . . Just 1000 Pairs 
“Java Ring Lizard” 


SHOES 


Altested Value 10.50 





‘The opera pump has the mich 
sought after Continental hee! 





AAA to C. Mail snd phone 
orders will be promptly 
filled while quantities tase 








orders will be promptly filled while 
quantities last.” 

Another Burdine ad, this one 
featuring the Bally Trouville 
sandal: “Ten years ago at every 
smart Miami resort Bally sandals 
were worn. Today it is the same. 
For ten years the style, the 
materials, the last, nothing about 
them has changed . . . women will 
not have them otherwise! These 
Swiss shoes are recognized in Con- 
tinental as well as American resorts 
as the world’s most popular resort 
shoe . . . we alone have sold more 
than 10,000 pairs at 12.50. 

9.75.” 

From McCreery’s, New York: 
“Sandor Cloth—It’s a smart new 
fabric for Spring shoes exclusive 
with McCreery’s. 8.50. A. Dressy 
trimmed sandal in black sandor 
cloth, kid trimmed with white 
underlay. B. Tailored oxford in 
Sandor cloth, kid trimmed with 
white underlay. Black, brown, 
navy.” 

From Washer Bros., Fort Worth, 
Texas: “The Baccaret Sandal by 
Brucedale. Here’s a new sandal 
that leads a double life. Correct 
for dressy afternoon wear 
also appropriate for night occasions 
that are just short of strict formal 
wear. In black gabardine with 
patent leather trim . enamel 
covered spike heel. $8.50.” 

Especially interesting is the full 
page advertisement “Spring Shoes 
Herald the New Season,” repro- 
duced herewith from the New 
Orleans /tem-Tribune. This is a 
cooperative advertisement in which 
one style from each of ten stores is 
reproduced. It shows an unusually 
novel and clever way of handling 
cooperative advertising, and the 
advertisement is extremely effective, 
both from the standpoint of appear- 
ance, reader-interest and sales ap- 
peal. Under the caption “Spring 


Typical Spring shoe ads from 
North and South, featuring the 
newest styles in attractive layouts, 
with smart illustrations and copy. 


PRESENTING BURDINE'S 1935 
Sunshine Fashion Sandal 


the smartest sandal ander the san 
designed exclusively for Bardine’s 





MIAMI 4 MIAMI BEACH 
ine Fashions 





The above advertisement and the 

shoe which it featured caused 

much comment at the time of the 

recent Burdine Fashion Show at 
Miami. 


Footnotes,” this ad summarizes the 
general style situations for Spring 
as follows: “The predominance of 
blue white and color com- 
binations soft kids 

novelty processed leathers 

perforations patent trims 

. . stitchings . . . cut-outs . 
high cut oxfords . . . step-in pumps 

. eyelets . . . T-strap sandals 

. . shorter waa rounder vamps. 
That's the big news in shoe styles 
for Spring as gathered from a tour 
of New Orleans’ leading shoe 
shops . . 

From Neiman-Marcus Co., Dal- 
las, Texas: “Attuned to Spring 
tweeds and tailleurs. These active 
low-heel shoes combine the comfort 
you want with the smartness you 
expect in Neiman-Marcus exclusive 
footwear fashions. Top: I. Miller 
Basquette oxford on the famous 
Wingait last; navy, beige or white, 

[TURN TO PAGE 50, PLEASE] 
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How Fytfes 
Cultivates 
Friendships 


A LOYAL customer clientele is 
one of the biggest assets any shoe 
store can have, and the store which 
can hold a large percentage of its 
customers, while it constantly adds 
new ones, is making the sort of 
progress which holds the promise 
of a prosperous future. How to 
establish contacts that will result 
in bringing new customers into the 
store is one of the underlying prob- 
lems of all retail sales promotion. 
There are many avenues of ap- 
proach, advertising in newspapers 
and by mail, window displays, 
radio and store publicity of various 
kinds. 

Recognizing the importance of 
this problem of new contacts and 
the desirability of placing custom- 
er relations on a plane that will 
lead to a more direct, personal re- 
lationship—making real friends of 
its customers—R. H. Fyfe & Co. of 
Detroit, recently engaged in a pro- 
gram that so far has had gratify- 
ing results in enlarging the 
number of its friends and acquain- 
tances. 

Beginning last Fall, the Fyfe 
store has been using an auditorium 
on the fifth floor of the building for 
this new form of promotion, under 
the direction of F. E. Whitelam, dis- 
play manager. The space was for- 
merly devoted to a practice golf 
course, but had fallen into disuse. 
The auditorium, seating some two 
or three hundred “people when 
filled, is used both for store organi- 


Nine schools of danc- 

ing gave recitals in 

the R. H. Fyfe & Co. 

auditorium during 

Dance Promotion 
Week. 


zation meetings and outside. con- 
tacts. 

Meetings of women’s clubs, spe- 
cial parties for churches, lodges and 
other groups, are on the program. 
A recent meeting was in the form of 
a noonday luncheon and card party 
for 125 women of a Detroit church. 
Refreshments are furnished by the 
Fyfe organization for their guests. 

The benefits of these contacts are 
felt both indirectly and directly. 
Bringing so many additional people 
into the store means a certain 
amount of sales to begin with. In 
addition, the good will of the store 
is multiplied many fold for future 
sales. 

A Dance Promotion Week, with 
recitals by nine schools of dancing 
in a week, resulted in bringing over 
1500 people into the store. This 
event has proved so popular that 
other schools wanted extra time, 
and a special series of Saturday 
afternoon meetings have been in- 
stituted to carry on. Dance slip- 
pers and repair departments, have 
experienced a boom as a result. 

The second phase of the audi- 
torium program is a weekly sales 
meeting on Saturday mornings. The 
store opens at 9 o’clock, the stand- 
ard hour for downtown Detroit mer- 


chants, and the sales meeting is at 
a quarter past eight, lasting until 
opening time. Under the manage- 
ment of Steven Jay, director of per- 
sonnel, the meetings have rapidly 
developed into some of the liveliest 
sales gatherings this writer has 
witnessed. 

Each session opens with the 
singing of “America,” followed by 
community singing. Then the 
“brown derby” is literally pre- 
sented for the week to the salesman 
with the highest record. This is 
a store tradition carefully passed 
around from one department to an- 
other and eagerly contended for. 

Mr. Jay then gives a 10 to 15 
minute sales talk, often referring to 
current topics of general interest, 
and tying these up with the policy 
of the house, or with shoe selling. 

Talks by executives of the com- 
pany, including William H. Adams, 
G. S. Goodell and William T. Liv- 
ingston, often follow. These cover 
incidents in the history of the store 
or its policy. 

The open forum idea is used 
following this, with Mr. Jay in 
charge. The sales staff is urged to 
take part, with demonstrations of 
the right and wrong ways to make 
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a shoe sale. This is rehearsed be- 
forehand, with the supposed cus- 
tomer selected from the staff. Ques- 
tion sessions are frequent, with a 
special problem in selling pre- 
sented by Jay as interlocutor, and 
the salesmen are invited to say how 
each one would meet it. Warm dis- 
cussions of various methods and 
the varying applicability of each 
follow. 


One of 
a 
series 


° 
Bridge 
parties 

held 
at Fyfe's, 
with 
forty 
tables 
in play. 


February 23, 


1935 


Store Meetings 


Improve Selling 


Detroit Shoe Store Originates Novel Plan 
to Broaden Its Contacts and Bring in New 


People Who Eventually May Become 


Valued and Permanent Customers 


A short singing period is used to 
close. This singing is not formal, 
but a whole-hearted participation of 
each employee. The store staff has 
somehow achieved that same friend- 
ly community spirit that is usually 
characteristic of a very small town. 
Once a month the entire period is 
devoted to singing, and routine sales 
talks are left out. The employees 
enjoy it, and are anxious to take 


part. Much home talent has been 
discovered, including a fine male 
quartet, and other soloists and 
musicians, who frequently put on 
the program. 

Fyfe has practically adopted a 
theme song, “A Shine on Your 
Shoes,” which was a popular song 
some time ago. The music is of 
the catchy order, and the chorus 
is used weekly. Experience shows 











mind are the greatest assets to an institution,’ Mr. Jay 
says. “The only way to achieve them is to get the staff 
together on a common ground, and let them understand 
the whole store policy. 

“The executives often form a plan, but it does not 
filter through to the salespeople without effort. 

“We use these meetings for sales promotion, and to 
instruct employees in handling customers. This impor- 
tant problem is worked out more uniformly here than 
in most large stores. The application may be individual, 
but the thought is always the same. We teach the 
force a sales idea, and each one applies it his own 
way. 

“We do not use high pressure, but invite customers 
to see what we have to sell. They are given the chance 
to compare for themselves, and see merchandise they 
would not otherwise see.” 

In a recent sales talk, Mr. Jay said: 

“We have only our personality to sell. The neatness 
of the carton is important. Sending out a soiled pack- 
age or one that is not neat is like coming to work with 
a dirty face.” 

Such a thought is typical of the whole sales meeting 
theme policy. Visitors are frequent. Representatives 
of wholesale shoe houses are invited in occasionally to 
address the meeting. 

New ideas in merchandise, new ways or ideas in 
selling are first presented at the meeting, often for 
discussion which will give valuable new light on the 
value of an idea. The course is not planned out very 
for in advance, in order to avoid a cut-and-dried routine. 
The four seasons are stressed in general, with appropri- 
ate merchandise specials for the week or month. The 
suede season, for instance, was promoted largely 
through this sales meeting. The suedes were sold 
without a special sale until the January clearance, and 


were away ahead of a year ago, on account of the con- . 








that the good will of the employees and a contented 
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Store meeting in the R.H. Fyfe &Co., auditorium. 
At the right rear, standing, is William H. Adams, 
left, and Steven Jay, right. On the left, first row, 
is Harry Smith, fourth floor manager. Second 
from left in third row, F. W. Whitelam. 


stant iteration of the suede idea in the meetings. 

Attendance is not compulsory, but it is nearly 100 
per cent because the sales people are interested. At- 
tendance is about 100 each Saturday. 

A large number of office workers and bundle wrap- 
pers rarely get into direct contact with store policies, 
and these meetings have brought about a close esprit 
de corps between the office and the sales force which is 
a valuable new achievement. Five minutes at the start 
of Mr. Jay’s talk are usually devoted specifically to 
store policy, with this tie-up especially in mind. In 
this way every employee knows every matter of policy, 
at the same time, and treatment of customers should be 
consistent throughout the store. Special effort can be 
devoted to specific promotions, such as repairing the 
week this was written, at one time. 

Contests between the departments and individual 
salesmen are utilized to keep up the effort for high 
sales. Cash prizes are awarded, sufficient to make it 
worth while for the winner. Results are read and prizes 
awarded at the sales meetings. 

The current contest tied up with the shoe repair de- 
partment is for the department sending in the greatest 
volume of shoe repairs. First prize of $25 and second 
of $10 are awarded, to be divided among the three high 
salesmen in the winning department. 

A series of sport teams has been used to promote the 
contests. During the baseball season, each team was 


named for a baseball team; in football, they were col- 
lege players, and the like. The contest is changed each 
month, but a month is allowed to elapse occasionally to 
allow a fresh start and provide novelty. 





on FIT 


that will sell shoes 


The Winthrop Pedicentric Lasts | 


These new Winthrop pedicentric lasts are im- 
portantly unlike any you have seen. In the shoe 
world the Winthrop pedicentric principle rep- 
resents a development as remarkable as stream- 

‘lining has been to the automotive, aviation, and 
ship designing field. It is not a “trick” —nor “cor- 
rective’ in any particular. Instead it is the normal 
preventive last design— the contour of the human 
foot translated into a shoe, because Winthrop 
designers went to the human foot for their basic 
pattern. 


Winthrop’s principle of “lower-center-of-gravity” 
fit will make sales for you. Here is a demon- 
strable selling point — on the fitting stool — and 
on the foot, which combined with Winthrop’s 
notable high quality and custom-styling can 
give you a distinct advantage on the Men’s 
Fine Shoe Business in your community. Why not 
investigate now? 


WINTHROP SHOE COMPANY ¢ ST. LOUIS 


‘Division of International Shoe Co. 


The pedicentric principle represents a delicate and scien- 
tific change in the distribution of the wood to duplicate 
more closely the alignment and contour of the human foot 
in every phase of normal action. Explanation of the two 
views of a Winthrop pedicentric last. (Important features 
darkened). 

The new Winthrop “rainbow cuboid” to accommodate the bulge of 

the’’cuboid” and to provide ample room for the fleshy part of the side 
of the foot from cuboid to heel, preventing ankle gaping and cramping. 


Narrower top lines below ankle where the foot is narrow for snug 
fit all around the top. 


3 “Balanced inside pump roll’ to allow for the fleshy spread of the 
arc of the arch. 


Ball of the foot dropped deeper in sole and outside ball carried 

deeper in shoe and further back as in the tread of a wet footprint. 
The foot has a lower balanced center of gravity in the shoe. Soles wear 
evenly in the center of the tread. 


he MINH ROP Shoe 


_. $6 ie $7750 
CODE ; FOR Loon neal 


A NEW STANDARD OF =— VALUE IN MEN’S FINE SHOES 
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OUTLOOK 


Betterment Indicated on All Fronts 


THE habit of optimism is winning out and pessimism 
passes with each day of sunshine. Someone has said: 
“You never make any money—nor sound decisions— 
when you are afraid.” The fears of the past five years 
developed many practices in business which must be 
removed if true progress toward prosperity is to be 
made in America. We are beginning to look upon the 
term “prosperity” as meaning step-by-step in the right 
direction rather than a fixed state of high profit and 
high living. We are, as merchants, appreciative of the 
fact that the public has been first to show evidences of 
optimism, for the retail outlook improves daily. 

Dun & Bradstreet says: “Lincoln’s birthday was a 
high spot for the retail trade and in many districts sales 
were from 30 to 50 per cent higher than on the same 
day last year. The confidence with which retailers view 
the outlook for Spring distribution is accelerating activ- 
ity in wholesale markets.” 


Yes, indeed. The habit of optimism is increasing. 


The retailer has caught the spirit from the consumer 
and now it remains for the industries in back of the 
distributor to venture a little more and by so doing to 
give employment to millions in the capital goods in- 
dustries. “For make no mistake about it—such good 
signs as the gold decision, the President’s Public Works 
program (indicating that most of the work will be done 
under private contract) and the vital necessity of all 
business going into action gives promise of a better 
Springtime. It is the right time of the year, for Nature 
is itself optimistic in Springtime. The farmer has less 
of the blues and the industrial worker lives in hopes of 
payrolls. 

All this indicates betterment on all fronts. It takes 
optimism to venture in trade and the retailers’ initial 
moves this year are indeed most encouraging. 

If there is anything that needs closer watching than 
a falling market, it is a rising one. So we see the mer- 
chant and the manufacturer in serious huddle and 
study of consumers’ buying attitudes. 

Kenneth Goode, authority on such subjects, bases 
all his thinking on the study of definite public buying 
habits. He says: “Because of the habit-forming ten- 
dency in human nature, it is possible to predetermine 
how groups of people will react. Individuals are some- 


BY 


MMEZZ)  cawem 


times eccentric but groups are remarkably consistent 
and dependable. The law of averages makes it possible 
to know in advance what a group will do. The strong- 
est and most universal of all human habits is that of 
turning everything into a habit.” 

Childs M. Edwards, Jr., instructor in merchandising 
at New York University, School of Retailing, also says: 
“Habit exerts such a powerful influence over people’s 
buying activities and service requirements that it is the 
foundation upon which every successful business must 
be built. No merchant can hope to operate a successful 
store unless he utilizes all available means to learn, 
first, the current buying habits, prejudices, and service 
requirements of his present and prospective customers 
and, second, the changes in demand that are occurring 
slowly, but irresistibly.” 

By these quotations we see that now is the time to 
study the habits of people, at a time when optimism is 
rising. Customers are returning to those stores that 
made a habit of honest shoes and good service. When 
people had fears and phobias, they bought with price 
alone in mind. But now that there is a growing security 
to American living, there is every reason to expect an 
increased appreciation of good shoes and good service. 

The restoration of confidence is the result of optimis- 
tic habits of thinking. Sentimental urges like that of 
the President’s Ball—held in six thousand communities 
—and the coming King’s Jubilee in England, when the 
entire British Empire goes sentimental over King 
George and Queen Mary, contribute to the betterment 
of the public mind and express themselves in purchases 
at retail. Communities, large and small in America, 
plan to hold festivals, fairs and other group meetings— 
all in good token of a change for the better in human 
spirits. The very stock market itself takes a turn for 
the better. 
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THE GENE—A smart one- 
eyelet tie of soft kidskin— 
dainty stitching and per- 
forations in a new manner. 


THE CORLISS-Fashion 
and comfort unite in this 
setentee. glove-fitting 
oxford of fine quality kid. 


THE TINLEY—Pinpoint per- 
forations are the decorative 
motif on a trim oxford with 
graceful Continental heel. 


AS STYL-EEZ APPEARS IN NATIONAL PUBLICATIONS FOR SPRING 1935... 


country are finding them easy and profitable to sell. 
@ STYL-EEZ shoes have the rolled innersole which 


A glimpse behind the scenes with Styl-Eez shoes will 
show you many reasons for their success. Dramatic 


national advertising designed to appeal particularly to 
young women for whom these shoes were especially 
created. Brilliant interpretations of important new fash- 
ions. Adherence to superior quality, fine craftsmanship, 
correct fit. Incorporation of exclusive comfort-giving 
features which make these shoes as easy on the feet as 
they are on the eyes. 

To anyone familiar with this Styl-Eez background, it 
is not at all surprising that two million feet have adopted 
these shoes in less than three years. Nor is it at all hard 
to understand why hundreds of dealers all over the 


prevents ankle rotation ... the light, firm shank for the 
long arch...the sponge rubber maintainer for the 


metatarsal arch. 


TO RETAIL AT $6.50 


with better than 43% mark-up = 
A card, letter or wire will bring full information CODE 
THE SELBY SHOE COMPANY - PORTSMOUTH, OHIO 


SELBY SHOES, LTD., MONTREAL, CANADA 


Makers of Styl-Eez, Tru- Poise and the new 
Slenderized Arch Preserver Shoes for women. 





When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, February 23, 1935 





i) 
i 
if 
} 
} 
i 
i} 


AMERICA’S 
FASTEST-SELLING 
SOLE 


When writing advertisers please mention Boot and Shoe Recorder 
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Page 29 


EXTRA WEAR 


.. another way of saying 


ECONOMY! 


aeons who has to buy shoes 
for healthy, husky boys 
knows where those shoes take 
their greatest punishment. 


On the soles, of course! 


So it’s a simple matter to make 
a longer wearing shoe by using 
a longer wearing sole. 


eq LAMP AT 


; «mm ) 
/ 
| i] milly 


a 


And as millions of people know 
—there’s no sole ever built that 
will outlast Goodyear Wingfoot 
Soles. 


The best way to prove to your 
customers that the shoes you sell 
have real economy is to have 
these famous soles on them — 
and point out that they are there! 


. nl ill 


THE GREATEST == 


When writing advertisers please mention Boot and Shoe Recorder 
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SLIPPERS by 


L. SALENFRIEND & CO., Inc. 
686 BROADWAY 
NEW YORK 


WHITES 
for 1935! 


“The Standard of Quality Since 1884” 


THE ZAPON company 


A Subsidiary of Atlas Powder Company 
STAMFORD ° CONNECTICUT 


When writing advertisers please mention Boot and Shoe Recorder 











150 SMART STYLES 


CARRIED IN-STOCK 


Colors...leathers 
and patterns 
for early Spring 
... Easter... and 
Summer wear 


ready to ship 


Jules Pierlow 


Take Advan tage 
of this Service 


Select the patterns 
and colors that ap- 
peal to you—then 
size-up all thru the 
season on the ones 
that are selling. 
Why tie up your 
money when you 
can draw from 
this large stock 
of novelty shoes. 


Write or wire for Salesman to 
show you these beautiful shoes. 


Polers 


A BRANCH OF THE INTERNATIONAL SHOE 


COMPANY 


- SAINT 


LOUIS, MISSOURI 
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The 
YOUNGER 
GENERATION 


JOHN S. KENT, JR. 


Joun S. KENT, JR., treasurer and general manager of the M. A. Packard Company, 
Brockton, Mass., is a graduate of Harvard, 1917, the so-called “war class.” He 
promptly enlisted in the navy as second-class machinist’s mate, and at the end of hos- 
tilities had risen to the rank of ensign. 

Although entering the employ of the M. A. Packard Company in January, 1919, 
as purchasing agent, Mr. Kent had spent his college vacation periods learning the 
art of shoemaking by working in the various departments with men at the bench, 
punching the time clock and strictly adhering to factory regulations. 

At no time did he lose sight of the all-important factor of distribution, and when 
he became superintendent he made it a point to visit every section of the country 
with salesmen in order to ascertain definitely what the trade wanted. Then he pro- 
ceeded to give it to them. 

Today his duties afford him opportunities to apply the most modern methods, 
both to the production and merchandising divisions of the M. A. Packard Company. 
He is the son of John S. Kent, president of the company. 
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PENNANT’S New 


4 FEATURE PUMP 


IN-STOCK in Black Kid, 
Patent, White Kid, Blue 
Kid and Brown Kid « « « 


Feature 1...SELF ADJUSTING THROAT 


This is truly one of the most outstanding fitting features 
that has been developed in many years. IT POSITIVELY 
PREVENTS PINCHING OR BITING AT THE THROAT. 


Feature 2...SPRING STEEL COTTAGE 


SHANK Gives extra support at arch. 
Feature 3... ARCH CUSHION S 


Conforms to shape of in-step. NG Ys 
Feature 4...KANT-SLIP “1 


HEEL STAYS Prevent slip- 
ping at the heel. 


566 Last 
19/8 Louis Heel 


Style No.125°2 Black Kid SIZES 

Style No.125 Patent AAAAA— 514/10 
Style No. 125-35 White Kid... . $3.00 AAAA—5/10 
Style No.125-40 Blue Kid AAA— 4/10 
Style No.125-4 Brown Kid.... $3.00 AA—3/10 


A—2%4/10 
Same except Regent, 732 Last, 16/8 Heel Ys 
Style No. 150 Patent $2. B— 14/10 
Style No. 150-2 Black Kid c—2%4/10 


PENNANT SHOE CO. 


a DIVISION OF INTERNATIONAL SHOE CO. > 
1509 WASHINGTON AVE ST.LOUIS.MO. 
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In the cooperative promotion of 
Foot Health Week, which has 
proved so successful in many cities, 
newspaper promotion is divided 
into two parts: 


i. The cooperative program. 
2. Individual store advertising. 


The cooperative program should 
be in charge of a special committee. 
A dummy layout for the section or 
page announcing Foot Health Week 
should be made up, and pledges for 
advertising space obtained from 
participating stores. 

Such pledges can be more readily 
obtained by the committee than by 
newspaper solicitors. 

As previously stated, many news- 
papers will cooperate on the 40-60 
basis—40 per cent news articles, 
60 per cent advertising. Discuss 
the matter with your local papers. 

Usually the newspaper writers 
will gladly cooperate in writing the 
articles, if you help with informa- 
tion and getting endorsements and 
articles from prominent persons. 

A typical newspaper promotion 
program includes: 


1. Articles on foot health and foot 
care, on the feature page during 


the weeks previous to National 
Foot Health Week. 


2. Teaser ads such as “Join the 
Foot Health Parade,” appearing 
several days before the big an- 
nouncement. 


3. Announcement section or page. 
combining store’s advertising 


and Foot Health. Articles. En- 
dorsements by prominent peo- 
ple, including mayor and health 
officials. Articles by local phy- 
“The Inquiring Re- 


sicians. 
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JOIN The 
\ FOOT HEALTH 
PARADE 


By R. E. ANDRUSS 


porter” can have a column of 
answers and photos to the ques- 
tion, “How important do you 
consider foot comfort?”  Car- 
toons can also be used, and re- 
productions of the poster. An- 
nouncements of contests, etc. 

4. Follow-up ads and articles to 
sustain interest. Watch for “hu- 
man interest” stories that come 
up in various stores. 


Here’s a short article and a col- 
lection of notes. Both can be used 


“as is” or elaborated upon to meet 


requirements. 
+ & 


ASK YOUR OWN DOCTOR 


How Much Correct Shoes Mean 
to Your Health 


Go to your doctor, or a podia- 
trist, and ask him how much dam- 
age is done to your bodily health 
when you wear ill-fitted shoes. 

At the same time remember that 

[TURN TO PAGE 50, PLEASE | 





































































































































































































JOIN THE FQDT HEALTH PARADE! 
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“*Continental’’ 
open front strap, made of 


Oe . 2k a a he i.” Se 
Ohio’s No. 4144 White PATENT APPLIED FOR 
acCenl? Che coatame— Yardley, by the James Shoe 2. 
Mfg. Co., Milwaukee, Wis. 
Their “Footnotes of Fash- 4 . 
ion” sent on request. 





Are you listening? Well then, have you noted the charm of women’s 





“new things” (dresses) for Spring and Summer? The woven types? 





The plaids? . . . As the Easter Season demand for new ensembles 

gets in full swing, you will find how your “new arrivals” made of 

Yardley fit into the style picture. . . . Every pair of feet having A Complte Service 
Yardley for dress will be distinctive for style whether in white, blue tee: Sane See wane 
or other modish spring colors; for when made of Yardley a pair 

of pretty shoes is prettier, whether Ghillies, Sandals, Straps, or 

sandalized Ties or Pumps. . . . Yardley’s mellowness, too, adds to the 

comfort of tender feet, either in walking or dancing. For lasting THE 

and styling perfection Yardley is THE distinctive light-weight calf of 

the year for women’s dainty footwear. . . . Swatches will interest you. 


Sent free on request. 


COMPANY. 


GIRARD , OHIO 
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The first Heels are 
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WOOD LEATHER 


Cross-section view of Vogue Heel. Note that there are no 
washers. A beveled laminated wood base is used instead— 
EACH nail binds the ENTIRE heel to the seat. assuring a per- 
manently tight heel seat with no possibility of the wrenching 
a, Long makes washer heels wabble, squash out, grin and 
come loose. 
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just beginning ~ 
to wear out, and... 


(Reading Time 70 Seconds) 
ee the greater comfort and value they have given users are 
sending those users back to buy the same brand of shoes. 
Vogue Rubber Heels are living up to our prediction—they 
are the longest-working salesman a shoe manufacturer or 


retailer could have. Here's why— 


Vogue Heels supply unique sales features. They are made 
on a laminated wood base—no metal washers to rust, be- 
come exposed, make walking hard and noisy, scratch floors. 


Vogue Heels improve shoe comfort. They have more usable 
rubber than washer-type heels. Every nail binds the entire 
heel to the base—there is no wrenching or sliding—the 


wearer has a firm, sure, easy tread. 


Vogue Heels improve shoe appearance. Since every nail 
holds the entire heel, Vogue Heels never come loose, never 
grin or squash out. They have a permanently tight heel 
seat. And since they assure a firm tread without any wrench- 
ing between heel and upper, Vogue Heels preserve the 
shape and neatness of the entire shoe. 


Vogue Heels are making shoe industry history. For the 
first time a heel can help sell a shoe . . . for the first time a heel 
gives your salesmen something new to talk about and fea- 
ture ... for the first time a heel so improves shoe VALUE that 
it will keep users sold on your brand of shoes. Vogue Heels 
cost no more than any other standard brand. Take advan- 
tage of them. Write for samples and prices, 
THE B. F. GOODRICH COMPANY 


Heel and Sole Sales Division 
AKRON, OHIO 
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Heel Advantages 
to the Shoe Retailer. . 


Makes any shoe look better because of 
tight heel seat. 


Helps preserve shape and appearance 
of shoe by preventing wrenching. 


Wears longer because of more usable 


rubber. 
Is 25% lighter, 100% better looking. 


Assures firm, flat tread and greater foot 
comfort. 


Firm wood core makes any shoe a 
semi-arch supporter. 


More effective wear. 


Adds novelty, value, comfort—to help 
you sell more shoes and keep user 
sold. 


Any shoe can afford Vogue Heels. 


Every shoe becomes a better shoe with 
them. 











CARO 


Rubber Heel 
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Be an Arkansas Traveler with me for this week and 
next. The trip will take us from the southwest part of 
the state through the center, to the northeast, taking in 
the cities of Texarkana, Hot Springs, Little Rock and 
Blytheville. 

The southern part of the state had a good taste of the 
drought last Summer and Autumn. As late as Septem- 
ber farmers were hauling water for their stock and 
their own uses. Crop failures were prevalent—yet 
retail business was comparatively good. For example, 
W. A. Mason, who opened the Austin shoe department 
in the I. Schwartz department store, Texarkana, last 
September, was somewhat skeptical regarding the busi- 
ness this new department could get in view of existing 
conditions. As business developed, he rolled up a much 
better sales volume than he had dared to anticipate. 

Both the old established shoe stores—H. H. Watson 
and Cobb & Sons’—were far from being downhearted, 
while Gus Kennedy was elated as could be over the 
way business had held up in Texarkana during his 
first two years. Kennedy met all obligations and built 
up a sufficient reserve so that he is now remodeling 
and enlarging his store. His feet are still on the 
ground, however. 

Fifteen per cent more people visited Hot Springs 
in 1934 than in 1933. Neither the visitors nor the towns- 
folk loosened up on their spending to any great ex- 
tent, until the last half of the year. Shoe stores are 
well satisfied with their results for 1934 but are expect- 
ing greater things for 1935. This is not a case of the 
wish being father to the thought. The new crop of 
visitors for this year are buying what they want and 


In Hot Springs, they're buying three pairs at a 
time, Mr. Terhune finds. A pair of riding boots, 
a pair of golf shoes and a sport pair. Then they 
ask for the total, peel off a hundred dollar 
bill and pick up the change—careless-like. 
Quality and volume, both on the up and up. 
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Signposts 
to 
PROGRESS 


By Harry R. Terhune, Field Editor 


asking prices later. Most visitors stay the prescribed 
three weeks for the baths, so are sure to leave quite a 
little money in the town. The retail shoe business gets 
its full share of this spending, for there is more than 
the usual amount of riding, hiking, golfing to be 
done. Then there are many more dances than was 
anticipated. All of this creates a demand for more 
shoes. 

There is a real thought in what each of the shoe men 
in these Arkansas towns had to say to me. A new 
slant is put to the “Stick-to-your-grade” argument by 
H. H. Watson, Texarkana. To quote, “The one thing 
that broke shoe men more than anything else was their 
lowering of grades faster than the public demanded it. 
I have in mind several shoe men who would be enjoy- 
ing a good business right at this moment if they had 
had the courage to keep the grades on which they had 
made their reputation. Instead of doing that, they are 
now out of business. We had pressure on all sides, 
particularly from shoe traveling men, clamoring and 
advising that we lower our grades. We kept to the 
lines we had always carried and are very glad we did 
so. 

“Consumers had some price complex but not nearly 
as much as some insistent traveling salesmen would 
have us believe. In our city here, we had thirteen shoe 
stores. Eleven of them went into cheaper merchandise. 
Why should I go into that kind of competition even 
though the salesmen did argue that 80 per cent of the 
merchandise sold was under $5? 

“Everyone has the desire to wear good merchandise 
and as soon as they can see their way clear they will go 
about to fulfill this desire. Sales the past few months 
prove the truth of this argument.” 

The problem of the small town retail shoe merchant 
who is honestly endeavoring to do a real job is graphi- 
cally set forth by W. R. Cobb of Cobb & Sons. He 
tells that their most difficult job during the past four 
years was to show a profit. “The average merchant 

[TURN TO PAGE 46, PLEASE] 





1935 


BOOT AND SHOE RECORDER, February 23, 


THE RELATIONSHIP OF FOOT 
TROUBLES TO SHOE SALES 


, | ‘HAT foot aches and pains have a distinct connection with the degree of success that a dealer 
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can enjoy or lack in the sale of footwear has been definitely established, especially during the 
last decade. Every shoeman knows that ninety-five per cent of foot troubles are caused by 
shoe troubles. What causes a bunion? Corn? Callous? Tight and not quite properly fitted foot- 


wear... 


. or perhaps the wearing of a wrong type of shoe. 


Another cause of foot troubles is the high heel shoe. Of course, women will have style and as 
long as these shoes are the vogue they will be purchased and worn, nevertheless it is against the 
laws of nature for anybody to walk on such high heels. This causes undue rubbing and friction— 
the foot is pushed forward into the shoe and invariably those who wear such footwear suffer foot 
troubles and that is one good reason why you should be in a position to provide relief from foot 
troubles. In fact, the addition of certain Dr. Scholl Appliances provides foot ease in such footwear. 
For example, Kurotex, a medicated plaster, Kiro Felt—Zino-pads—all of these cushion and protect 


against instep ridge, tender spots and painful heel. 

When you correct foot troubles you remove the cause of 
complaints on shoes and at the same time insure the max- 
imum degree of comfort with every pair of shoes sold— 
and in consequence, build a large repeat business—the most 
profitable kind of business. 

Scientific Shoe Fitting (to prevent foot troubles) —plus 
relieving existing foot troubles—are the first steps toward 
success in shoe retailing. Not only that but no shoeman 
with a keen sense of opportunity overlooks the extra volume 
and profit in the complete line of Dr. Scholl’s FOO 
COMFORT Appliances and Remedies. , 


It May Be Weak or Fallen Arches 
Doctors say that hardly a part of the body escapes the ill 
effects of painful feet, weak or fallen arches. Very fre- 
quently physicians have traced directly to foot troubles, such 
body ailments as arthritis, rheumatic-like pains, gout, neu- 
ritis, sciatica and other body pains. How many persons do 
you know who complain of these troublesome conditions and 
who continue doctoring without success, until they learn the 
true cause of their trouble . . . the feet? 
Do you realize that weak or fallen arches or 
foot strain, produce such symptoms? Do you 
know that one physician treated many patients 
seeking relief from arthritis and that about 
ninety per cent of those patients were found to 
have fallen arches? Yet, pains extended to parts 
of the body remote from the feet. 
A painful toe, hard corn, burning callous or 
tired aching feet—use up an excessive amount 
of nervous energy. Foot troubles make one feel 
tired and hurting all over, irritable, unhappy, in- 
efficient and last but not least, prematurely aged. 
Take a cue from Wm. M. Scholl, M.D., the 
world’s leading foot authority, who 
says, “When your feet hurt, you 
hurt all over.” There are ever-so- 
many people right in your own lo- 
cality who not only suffer foot 
pains but body pains due to foot 
ailments. These sufferers represent 
a large volume of business, which 
you can obtain profitably—by car- 
rying an adequate stock of Dr. 
Scholl’s FOOT COMFORT Rem- 
edies and Appliances. Thus you 
can provide quick relief for every 
type of, foot trouble. 
For more than thirty years Dr. 
Scholl has constantly developed one 


appliance and remedy after another, so that there is no need 
for one to suffer foot troubles any longer. It is very inex- 
pensive to offer this relief. Dr. Scholl's FOOT COMFORT 
Remedies can be purchased by your customers at very low 
prices, between 10c and $1.00. . . Dr. Scholl’s Arch Sup- 
ports can be purchased at a wide range of prices, as low as 
$1.00 per pair. 

The demand in your own locality for foot health is great. 
Dr. Scholl’s Foot Comfort Service enables you to meet this 
demand profitably and satisfactorily. 


Dr. Scholl Dealers Stand Out and Above 
Competition 

Thousands of progressive, and consequently successful 
shoe retailers throughout the country are enjoying extra vol- 
ume and profit. with the aid of Dr. Scholl’s Foot Comfort 
Service, a plan which they have incorporated as an integral 
part of their regular shoe business. 

Because of special training which they receive from us 
without cost—aided by an unceasing program of dealer co- 
operation—and by means of a complete line—these shoe 
dealers stand out head and shoulders above competition. 
They need not rely merely on style, quality, or just price to 
get business. They have a special merchandising setup and 
unusual sales contacts by means of the various outstanding 
features of the Dr. Scholl Plan. 


Investigate At Once 

Learn now, the details of Dr. Scholl’s FOOT COMFORT 
Service Plan . . . including a course in Scientific Shoe 
Fitting and Salesmanship, liberal use of window and counter 
display material, furnished gratis . . . advertising and mer- 
chandising assistance. Learning about all these details of 
the plan costs you nothing, nor does it obligate you in the 
least. Just fill in the coupon below and mail it today to the 
nearest Dr. Scholl office as indicated below on the coupon. 





THE SCHOLL MFG. CO., INC. 
213 W. Schiller Street, Chicago, II. 
62 W. 14th Street, New York, N. Y. 


Please send me, without obligation of any kind, full par- 
ticulars of Dr. Scholl's FOOT COMFORT Service Plan. 





SHOE STORE 


STREET & NUMBER 





CHY & SFAIE____. 





ATTENTION OF______— 
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Bonp No. 2—Trade Price Obligations—On this sub- 
ject the manufacturer has much to learn from the mer- 
chant. Years and years ago the merchant discovered 
that a firm price to the public was the only business 
policy. Gone are the stores that offered the public “an 
opening” price so that over the fitting stool the clerk 
and the customer higgled and bargained to arrive at 
the ultimate sales price. Yet for centuries the battle at 
retail was one of “Let the buyer beware.” And the 
price to the public was “What can you get for it?” 

Today the price to the public is “as quoted” 
almost without exception and that policy has made 
retailing today an equitable function—fair to the 
public and to the merchant. 

But what about trade prices of shoes? Are they firm 
first prices or subject to higgling, baiting and bargain- 
ing? Ask yourself. If every shoe manufacturer in 
America would take a cue from the merchant and set 
a price for his goods and stick to it, economic progress 
would start right now. Naturally, volume commands 
consideration, but the price is equitable for every mer- 
chant in ratio to what he buys. 

It is true that many manufacturers abide by a price 
that covers production and total costs—that price can- 
not be altered by every trader—it is the foundation 
policy of the house. But, on the other hand, many 
manufacturers permit competition to make their price. 






National Shoe Retailers 


Trade Obligations of Manufacturers 


Manufacturer! The rise of business which started 
with the National Shoe Retailers Association conven- 
tion in January brings an opportunity to establish new 
and good habits in buying that will mean success of 
the entire shoe industry in 1935. 

It is the obligation of the manufacturer to the mer- 
chant—and to economic progress—to establish a secure 
price level and to set a reasonable value on each pair 
of shoes, so that a reasonable price may be carried 
through to the public. 

The manufacturer strengthens his position when he 
originally determined his reasonable price. To change 
this price is often to vary the value and destroy the 
economic promise of the right shoes in the right price 
in the right service. 

There are production and distribution policies that 
need the cooperative interest of both the manufacturer 
and merchant if we are to work for better business 
through better public service. 

In every order there are the intangible values—the 
confidence and respect of the buyer and seller. In the 
last analysis, you get what you pay for—for if the 
manufacturer reduces the price it is obvious that he 
must take something out of the transaction. 

The making of a price entails more than considera- 
tion of the sample—the price is the measure of value 
put into a shoe. It is the judgment of worth placed on 


Service Center for the Shoe Industry 


A week ago, in the Boot and Shoe 
Recorder, we told of Bond No. I— 
IN THE PUBLIC INTEREST, both 


3022 Empire State Building, New York City 


John J. Holden, Manager 





merchant and manufacturer engage in 
business—as a form of public service 
—and both thereby have a common 
objective. This is the first and in- 
separable bond. More are to be 
explained in following issues. 
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Association 


with Merchant 


workmanship and service—the quality of materials plus 
professional skill. 

Proper profit must be made by each branch of in- 
dustry if the economic function of shoes is to operate 
smoothly and successfully in 1935. 

It is very important, now that business is on the up- 
grade, that this trade obligation be established as a 
principle of practice. 

In our declaration of Standards of Shoe Service of 
the N.S.R.A. we say: 

“To place our obligations to the manufacturers 
and their representatives on the same high plane as 
our duty to the public. An order placed with the 
manufacturer is a firm contract that should be 
lived up to by both interested parties.” 
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LEO P. NEMZEK 


A NEW and interesting figure enters the shoe indus- 
try—Leo P. Nemzek—who becomes associated with the 
Compo Shoe Machinery Corporation as executive 
general manager, this week. He resigned his position 
as sales manager, in charge of the du Pont interests 
in the Middle West, on Feb. 20. 

He enters the shoe industry with both feet this week 
—although he has had a hand in the chemical develop- 
ment of adhesive shoemaking for a number of years. 
It is that association and interest developed in the 
pioneering of chemistry into shoemaking that prompts 
him to put his future into the comparatively new field. 
Mr. Nemzek, in his first statement to the trade, says: 

“During the past five years, we have seen what I be- 
lieve to be a great and fundamental step in advance 
in the making of footwear. I mean the perfection of 
the cementing process of shoemaking which fastens a 
perfectly flexible and unperforated sole to an unper- 
forated upper. The development and perfection of this 
method seem to me to be of great importance to the 





LEO P. NEMZEK JOINS COMPO 
SHOE MACHINERY 
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CORPORATION 
As 


Executive General Manager 


shoe and leather industry. And since I have been 
associated with it from the very beginning, in conjunc- 
tion with my work in the du Pont Company, I feel 
justified in prophesying that the cemented shoe is 
merely in its infancy. The fifty million pairs of 
cemented women’s shoes made in 1934 are only the 
beginning. 

“And that will answer your question as to why I 
am leaving the splendid organization of the du Pont 
Company, with whom I have been associated for over 
seventeen years, to join the Compo Shoe Machinery 
Corporation.” 

Leo P. Nemzek is a big, powerful person, both 
physically and mentally, and a nationally-known indus- 
trial chemist and executive. Born in North Dakota, he 
graduated from North Dakota State in 1909, where he 
was full-back on the team. He first joined John Lucas 
& Co., Inc., of Philadelphia, as chemist. 

In 1917 he had his opportunity to prove his execu- 
tive ability in addition to his practical chemical knowl- 
edge. He became Technical Director of the Finishes 
Department of the du Pont Company. This job made 
him responsible also for the production of all paint 
and varnish plants, in addition to technical direction. 
His next step upward was as Manager of Industrial 
Sales in 1922. 

His particular work from 1925 to 1930 in the Chemi- 
cal Division at Parlin, N. J., was the promotion of 
Duco finishes for the fields of furniture and railways. 

At the completion of this special work, Mr. Nemzek 
was made Assistant Division Manager in 1930, in 
charge of the laboratory, production and sales of 
chemical products, which included chemical research 
in the development of pyroxylin products, for the 
du Pont Company. In 1932 he was stationed at 
Chicago as Sales Manager for the Middle West. 

In the development of domestic Soya oil and Linseed 
(flaxseed) oil, the research and educational work of 
Mr. Nemzek was an outstanding factor in producing a 
better and more economical paint and varnish. For 
fifteen years he represented the Paint and Varnish 
Manufacturers’ Association in these projects. 

In 1928, while Mr. Nemzek was in charge of the 
sales development of chemical products, W. H. Bresna- 
han and B. Solar of the Compo Company asked the 

[TURN TO PAGE 63, PLEASE] 
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These shoe bottoms 
make preference yn ea Peal oi 


people have always been willing to pay well for what they 
find serves well. It takes a lot of persuasion, at heavy cost, 
to create interest in shoes which in themselves do not 
answer the question—“What is the best buy?” In estab- 
lishing a preference for shoes, much depends on the sole 
leather used. 


f KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


will make it possible for you to serve customers with street, 
dress, sport and heavy-duty shoes carrying the finest 
possible outsoles. “BENCH BRAND” leather soles present 
the right appearance, have desired flexibility, provide 
moisture resistance, assure essential gripping qualities, 
give aid and comfort to the feet and so advance health. 
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than price 
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IN the larger cities there are usually at least a half 
dozen hospitals where young women, fresh from high 
school and ready to take up a career, may enter as 


“freshmen” and learn the nursing profession. Every 
year throughout the nation thousands of girls and young 
women decide to take this step and for four years they 
walk the hospital corridors facing problems dealing 
with human welfare. Then, when the course is com- 
pleted, each goes out into the world as a professional 
woman with the title of “Registered Nurse.” 

From the time one of these young ladies enters train- 
ing until the day she quits her career, she wears white 
shoes. When it is realized there are thousands through- 
out the nation graduating into the service every year, 
joining those who have already graduated, a shoe mer- 





Below: Executive per- 
sonnel and sales staff 


FREE ee 


of Berry's Shoe Store, 
Birmingham. 





BERRY'S 


1907 THIRD AVE., N. 











Above: A theatre tie-up that 
proved successful in selling 


shoes to nurses. 
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Window displays play an 


important part in the 
promotion of this progres- 
sive store. 


Building 
Nurses Shoe 
Business 


How a Birmingham Store Cultivates 
Friendly Relations with This Profitable 
Group of Customers 


chant can get a vague idea of the potential market for 
nurses’ shoes. 

In a city of the size of Birmingham, Ala., for in- 
stance, there are eight hospitals, each turning out a 
share of the hundreds of graduate nurses. With a popu- 
lation neighboring around 300,000 persons there must 
be a goodly number of nurses among them. 

Berry’s, one of Birmingham’s newer stores, having 
been in business for approximately three years, has 
found it profitable to do business with nurses and stu- 
dent nurses. As a result, the store gets a large portion 
of the student nurse business from four of the larger 
hospitals. This means that when a new girl enrolls for 
the four-year course she is likely to be told that a good 
place to buy her shoes is at Berry’s. 

“We have contacted the head nurse at various hos- 
pitals from time to time and have tried to sell them 
on our nurse shoes,” said L. H. Berry, manager of the 

[TURN TO PAGE 66, PLEASE] 
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Ta Tren Yootbuildeny 


Eleven styles in our Trim-Tred 
Foot Builder line have built into 
them the special features you see 
here. These are very remarkable 
shoes and are produc- 
ing a steadily increased 
Three contact points: wide co f 
ball, narrow heel, cupped heel volume of business for 


seat. Perfect balance and our customers. 
correct posture. 














































Patented Foot Guide heels 
that wear evenly, keep ankles 
straight and feet in correct 
walking position. 








The Trim-Tred Foot Builder 
insole—a special feature in 
Foot Builder shoes. 


The Trim-Tred line 
includes a broad selec- 
tion of patterns in nov- 
elty and style shoes, as 
well as some fifty dif- 
ferent styles in arch 
types, retailing from 
$5.00 to $7.50. It is a very fine, high 
grade line of women’s footwear, and 
with both arch types and style shoes 
included in one good, appealing 
name, our customers get multiplied 
results from their promotion. 


ROBERTS, JOHNSONS RAND 


Branch of international Shoe Co: 


ST. LOUIS, Mo. 
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Flex-to-Fit Fairy Lasts impart that smart 
distinctive touch to the shoe which 
attracts the customer at once. 


Attractively displaying shoes as they 
will actually look on the customer’s 
feet, Fairy Forms are the first and most 
important part of the sale. 


Flex-to-Fit Fairy Lasts enhance the 
beauty and lines of the shoe and are 
made in the following colors: Lavender, 
Pink, Yellow, Blue, Green, Red, Black 
and White. 


( G 
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SHOE FORM Co., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 
Northampton Paris Frankfort 
France Germany 
Melbourne, Australia Mexico City, Mexico 
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[CONTINUED FROM PAGE 38] 





had to sacrifice profit just to sell merchandise,” he 
explained. “Now that the public is buying more of 
what it wants to buy and less of what it was obliged 
to buy, we independents have a real chance to show 
a legitimate profit. \ 

“In the past year or two,” he went on to relate, 
“some manufacturers allowed us to make money, they 
being the ones who were not mainly interested in simply 
getting their shoes sold. I believe the best manufac- 
turers have come to realize that merchants must make 
money to pay for the goods they buy. Some manu- 
facturers believe that we should sell their goods close 
and make our expenses on the other fellow’s merchan- 
dise. 

“In a town of our size, it is a real problem for a 
retailer to increase his business to any great extent. 
Our big problem is to get people into our stores. The 
small town merchant must sell the same trade over 
and over again; thus we have the old story of good, 
dependable merchandise, properly fitted, right before 
us at all times. 

“We must either absolutely satisfy our trade or 
else —. 

“Now for the bright side. Every day for the past 
four months we have been taking cards out of our in- 
active file and transferring them to the active list of 
customers. That means that people who have not been 
in the store in 1929-1933 period are back with us again. 
For the most part they are buying their same old grades. 

“About 25 per cent of our old $10 customers are 
now buying $6 shoes, with the balance paying us $8.50. 
As far as men’s shoes are concerned, the sales of the 
$6 grades are running ahead of the $4 number. The 
$8.75 line is showing more action than it has in the 
past three years, while men are making it worth while 
for us to carry the $13.50 line as we formerly carried 
ag 

As for the chances of the little fellow in a small 
town being all washed up should he start in the retail 
shoe business, just listen to what Gus Kennedy has to 
say. “Two years ago my banker and everyone I knew 
advised me against going into the retail shoe business. 
Texarkana is my home town, so in spite of all that 
was said against my starting, I felt that people would 
buy shoes from me if I had the right connections as 
to sources of supply. After two years of operation, a 
time which most people will agree was plenty tough, 
I now have a stock that is all paid for, every bill dis- 
counted and am remodeling the store. This proves 
that there is a chance for the little fellow, as well as 
the big one. 

“All during this time the store has shown good 
profits with no losses on bad buys. Every line has 
averaged 33 1/3 per cent mark-up. Only six pairs of 
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white shoes were carried over from last Summer and 
the rest of the stock is proportionately clean. 

“Having a salable stock is of the utmost necessity 
for the little fellow. By that I mean, not only the right 
type of merchandise at the right price, but enough of 
the right sizes. A good lesson on that score was learned 
when I was working in another store. This store had 
a bad fire. It carried a $25,000 book inventory, but 
when settlement time came, the stock was appraised at 
one-fifth of that amount, due to its being composed 
mostly of odds and ends. Right then was born the 
conviction that if I went into business, my stock would 
have plenty of good salable sizes.” 

Against these four quoted stores there are several 
shoe stores in Texarkana that did not see a very bright 
future for shoe retailing. These more or less disgruntled 
shoe men had their sales banners out weeks before the 
other stores had any semblance of a sale, but they 
were not apparently doing much of a business. In 
fact, my chatting with them in some instances took 
place on the sidewalk in front of their stores. 

In Hot Springs there are from 10,000 to 20,000 out- 
of-town people daily from all parts of the country, so 
it is most logical that all four shoe stores feature adver- 
tised brands of shoes. All types of people come here, 
the majority for the baths; then the race track draws 
the usual run of followers, while a few visit here be- 
cause it is just a good place to relax. 

In some respects, this is rather a hard place in which 
to do business, for styles must be nation-wide in char- 
acter and shoe selling technique on a par with the best 
offered in the “home town,” wherever that may be. 
Shoe men must be real shoe fitters. This being a 
health resort, many people have trouble with their feet, 
consequently more than the average number of people 
are interested in footwear which promises to give them 
comfort. Then, too, visitors here for the water cure 
have plenty of time in which to shop. Shoe retailers 
have a real chance of doing some good foot health 
promotion work. 

When Harry Rosenthal was asked why he carried 
only advertised lines, he enumerated the seven brands 
stocked, then tersely stated that no matter where he 
had a shoe store, he would carry only footwear 
of this character. “It is the only kick-back we inde- 
pendents have. We have just got to connect ourselves 
with named brands if we are to have a chance of beat- 
ing the chains. Even if Hot Springs did not have all 
these out-of-towners, I would carry advertised shoes 
just the same. 

“The independent shoe man must be better educated. 
He must read his Boot anp SHOE REcoRDER more 
thoroughly. He must learn more relative to the fine 
art of doing business, if he is to stay in business. The 
chains have us whipped on displays and promotions, 
then they have been merchandised pretty smartly too. 
[TURN TO PAGE 52, PLEASE] 
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AS RUGGED 


as a Parade Ground 


AS BEAUTIFUL 


as Classic Art 


THAT’S WHY 1685 SHOE STORES SPECIFY 
MOHAWK GARPETS 


* Tramp, Tramp, Tramp—thousands of treading feet make 
a shoe store profitable. * Earnings are based on traffic, so 
it’s traffic you want. 

But traffic wears out floor coverings. So get floor cover- 
ing? that are rugged and durable — floor coverings that 

“can take it”. 

Mohawk Carpets are woven of pure, virgin wool, dyed in 
non-fading colors. 

Here’s just one durability record — by actual count more 
than 35,000,000 people have walked on a certain Mohawk 
Rug and it is still too new-looking to need replacement. 

* * * 
The first impression that a customer gets of your establish- 
ment is made by the appearance and feel of your floor 
coverings. 

Rugs and carpets must be beautiful. They must have a 
luxurious, high pile and softness underfoot. 

Mohawk floor coverings follow in design the finest ex- 
amples of classic and modern art. They have the beauty of 
authenticity. 

Their high pile and soft, luxurious feel make the impres- 
sion on customers that you want to make. 

* * * 
1683 owners of successful shoe stores specify Mohawk 
floor coverings. * Consult the Mohawk Advisory Service for 
aid in selecting the floor coverings that will give you the 
maximum durability, the utmost value in decorative effect 
and yet, will require the minimum outlay in money. 

There’s a Mohawk Dealer near you. He has a large stock 
of Mohawk floor coverings for your choice. 


MOHAWK CARPET MILLS 


GENERAL SALES OFFICE: 295 FIFTH AVENUE, NEW YORK 


REGIONAL SALES OFFICES 
Chicago Dallas Denver Des Moines 
Philadelphia San Francisco Seattle 
1935, Mohawk C: 


Detroit 
St. Louis 
Mills, Inc. 


Boston 
Los Angeles 


Atlanta 
High Point 
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is reflected in the modish 


7-eyelet oxford. 


Shoes of this design require 
eyelets .. . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 








they are smooth fitting and 





there is no roughness on the 
inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The 
GREATEST 


ADVERTISING FORCE 
ever put behind a 
WHITE SHOE CLEANER 


| 


115 Newspapers 
The American Weekly 
National Magazines 


This tremendous foree—31 MILLION CIRCULA- 
TION—will bring MORE and PROFITABLE SHU- 
MILK SALES TO YOUR STORE. 

The RECOGNIZED LEADER among white shoe 
cleaners — HIGHEST QUALITY — AMERICA’S 
LARGEST SELLING white shoe cleaner. 
SHU-MILK gives FULL VALUE and COMPLETE 
SATISFACTION—Sell it as “BEST EVER USED or 
money REFUNDED” (printed on every package). 


NEW and BEAUTIFUL DISPLAY MATERIAL— 
ASK YOUR WHOLESALER. 


Feature SHU-MILK for PROFIT and TURNOVER. 












One size only 

















| FREE GOODS OFFER (March 1 - July 1) 
‘Gross Lots 175 per doz Case Lots 1.85 per doz 
perd pe 
tiles FREE with each dozen 
~ } y i? WH 3 A ER 
*DOUBLE YOUR MONEY 


National Distributors 


WALTER JANVIER, INC., New York, N.Y. 





| 
| 











Shoe Retailer 
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“What's NEW nowadays ?” 


“Surpass is tanning BROWN 
and Blue, as well as BLACK!” 


For nearly half a century Surpass BLACK Glazed 
Kid has set a standard of uniformity, quality, and 
consistent grading that has built a tradition we 
are zealous to maintain. It is real news, then, 
when we are able to release colored Glazed Kids 
with the frank, unequivocal knowledge that they 
equal our BLACK tannages in every way. The 
colors themselves are deep, rich BROWNS and 
Blues that match current style forecasts in a way 
that the shoe manufacturer and the shoe retailer 
can readily appreciate. With all of the shoe 
making and shoe "'wearability"’ qualities of the 
leather itself, these Surpass Colors are bound 
to add increased salability to any line of footwear. 
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The Spring 


Bill of Fare 


in Shoe Materials 


[CONTINUED FROM PAGE 17] 


pump looks extremely well with new 


tailored suits in black, blue or gray 
with hairline stripes. And finally the 
new prints, with their sharper colors 
and more clean-cut patterns, are ef- 
fectively complemented by patent leath- 
er sandals. 

And so to fabrics. And very impor- 
tant they are. The dark fabric shoe for 
early Spring makes itself generally use- 
ful as a “betwixt and between” type. 
It goes beautifully with the semi- 
tailored kind of Easter suit—a redin- 
gote coat in wool, for instance, over a 
simple printed dress. It lends itself 
to combination effects—particularly the 
new white on dark idea. It’s easy to 
match to a costume. It’s a versatile sort 
of a shoe, not too tailored, not too 
dressy. And don’t forget that there’s 
a special fashion point about gabardine. 
Many new suits and reefer coats are 
made this Spring in this very fabric. 
The twill family has been revived in 


coat and suit woolens. For such outfits, 
the gabardine shoe can actually match 
the costume. 

Later on, of course, the fabrics will 
go “peasantry.” These rustic weaves 
are the best interpreters of natural col- 
ored footwear, to blend with natural 
colors in clothes. Rustic fabric weaves, 
in combination with leather, promise to 
be successful even in golf shoes; having 
earned for themselves a reputation for 
standing up under hard wear. And in 
beach shoes, where novelty can run riot, 
all kinds of unique weaves will have 
their heyday. 

So there is a place on the Spring and 
Summer bill of fare for many different 
kinds of shoe materials. Each has its 
special advantages, its special relation- 
ship to costume developments, and 
should be promoted where it fits in 
best. Our 1935 menu, when you come to 
analyze it, can offer the customer a 
well-balanced fashion diet! 





Join The Foot Health Parade 


[CONTINUED FROM PAGE 34] 


of the scores of aches and ills that 
ill-fitting shoes may cause, most of 
them can be corrected or prevented, if 
the cure—CORRECT SHOES — is 
taken in time. 

During Foot Health Week we par- 
ticularly wish to emphasize our correct 
shoes, and specialized fitting service— 
and to invite you to put your footwear 
problems up to us. 

Unless yours is an aggravated case 
that requires medical attention, we can 
assure surprising relief through cor- 
rect shoes for your feet. 


STORE NAME 


* * * 


How's Your Disposition? 


You can’t be a cheerful wife and a 
good pal when your feet hurt. 

When you cramp your feet, you 
cramp your disposition. (Men, take 
notice too!) 

When you hobble, instead of walk, 
jangled nerves make you irritable. 

When you cannot walk or dance be- 
cause your feet are in misery—you 
cease to be a good pal. 

When your feet keep you from going 
places with your children, a great bond 
between you is lost. 

When stinging, burning feet make 
you ill and “crabby” you can’t be an 
efficient, congenial business woman. 

Today thousands of women are being 
better wives, mothers and pals—they 
are more efficient, more cheerful—all 
because they have discovered the great 
joy of proper shoes, correctly fitted. 
Ninety per cent of all foot troubles 


can be corrected when the right shoes 
are worn. 

Join the Foot Health Parade—Foot 
Health Week. 





New Detroit Store 


DetTroIT—David Werner, who has 
been in the dry goods business in River 
Rouge, south end Detroit suburb, has 
opened a new shoe store at 10512 West 
Jefferson Avenue. The location is next 
door to his dry goods store, with which 
it is connected by an attractive arch, 
allowing both stores to build up trade 
mutually. 

William Naftaly, for 10 years in the 
shoe business in downtown Detroit, has 
been appointed manager of the shoe 
store. Werner, who has been ill, is 


‘now in Florida for a month. 


The store was completely rebuilt be- 
fore the shoe department was opened. 
Jefferson Avenue was widened a few 
weeks ago to 120 feet, and the business 
district is now one of the most modern 
in the city. Werner’s store is strictly 
modernistic in every detail. Silver and 
black fittings are used, even to the fit- 
ting stools, with walnut chairs. 

Naftaly reports a scarcity of shoes 
from this section. Factories have not 
been able to supply stock in sufficient 
quantities to meet the demands of the 
new store. 

The street improvement has given 
the three or four blocks at this point 
probably the most modern shopping 
center in any strictly industrial section 
of Detroit. A number of shoe stores 
have been moved back on account of the 
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widening, and. all have put up new 
modernistic fronts. 

The Murray Shoe Store, owned by 
Murray and Art Lifshitz, has moved 
across the street with a fine new store 
in the same block. 





Cashed in on Snowstorm 


GLEN Cove, L. I., N. Y.—When the 
blizzard hit this section of Long Is- 
land, A. B. Ascher’s Shoe Store, lo- 
cated on School Street, here, saw the 
opportunity of tying-up its fifth anni- 
versary sale with a plan to feature 
rubbers, arctics, boots and high cut 
shoes. The store advertised exten- 
sively in the local press and as the 
result the volume of sales was higher 
than any similar sale that it has ever 
sponsored. 

“Plough through the snow with our 
Winter foot equipment,” was the slogan 
for the sale. 


Ads That Tell a Spring 
Shoe Story 


[CONTINUED FROM PAGE 21] 


10.75. Left: Fenwyn Bench-made 
ghillie; black, brown, navy, white buck, 
12.75 (or five colors in genuine alliga- 
tor, 15.75). Sportshoe Shop, First 
Floor.” 

Another Neiman-Marcus Co. adver- 
tisement, featuring a new tie with 
striped ribbon bow, reads as follows: 
“Caprice for Spring. ‘Arianne’ comes 
to town—the youngest, gayest slipper 
you’ve seen. Hand-made on our exclu- 
sive Fenwyn last, and new from its 
flattering round toe to its striped bow. 
Navy, brown, black or tintable white 
linen; navy kidskin; black patent, 
13.75. Matching bag, 8.75.” 

From Sanger Bros., Dallas: “Some- 
thing New for Men! Walk-Over’s stag 
brown Bucko oxfords, $6.50. We're 
selling well-dressed men these Bucko 
oxfords that turn the rough side out 
for style and service. Here’s the sea- 
son’s smartest shoe . . . to wear with 
rough tweeds, new brown suits and odd 
jacket outfits.” 

From Macy’s Men’s Store, New 
York: “The Macy Flexible Shoe for 
men (with nailless heel seat) 6.94— 
Macy’s takes a dramatic forward step 
in shoe history! Here are the same 
smart styles and selected leathers 
you’ve always worn and wanted—plus 
a remarkable new degree of comfort! 
Macy’s Flexible Shoe is made on com- 
pletely new principles: it follows the 
foot in action and permits foot free- 
dom—yet gives support; it is flexible, 
yet holds its shape, and has true heel 
alignment to balance tread. The illus- 
trations at left show only three of the 
many features designed to give you a 
world of foot ease . . . and a world 
of value at 6.94. Try on a pair today. 
Your first step will make you sold on 
them for life!” 

These concise paragraphs from a 
few of the current newspaper ads of 
outstanding stores reflect the general 
trend for the season thus far, both in 
styles and selling. 
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lled producers of fine leathers 


UNTLIVA 





R. NEUMANN & CO. 


The beautiful design of GRENELE is registered 
with the Tanners’ Council N.R.A. Code Design 


WB 


Bureau, and U. S. design patent is pending. These 


rarer 





rights will be vigorously protected against any and 





: {gren -eh-lay) 
TRAGE mAtE 


all infringements; likewise, prosecution will follow 


Mats of this lettering, for one and 
two column newspaper advertising 
of GRENELE shoes, will be sup- 
R. NEUMANN & CO., HOBOKEN, N. J. Fr ap ng at nga er 


ESTABLISHED 1863 manufacturer's name when writing. 


misuse of the trade-mark. 
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EARN EXTRA PROFITS with CORK SANDALS 


To Retail at $1.95—$3.95 





The Tahitian 
There's brisk selling ahead for retailers who stock these popular, money- 


The Roney 


making sandals. 
wear, they make an instant hit with women... 
clinches the sale. 


New, smart and cleverly styled for beach and resort 
and their low price 


Macy's Sah ih tae’ 
the new 
= 
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This Macy ad, appearing in a 

New York newspaper, brought 

orders from 36 states for the 

Tahitian Sandal . . . con- 

crete proof of a responsive, 

profitable market! 
The Roney (left) is ry of Fishnet 
Lastex, leather lacing. A $2.95 retailer. 
The Tahitian (right) is Fishnet in a 
novelty weave. A $1.95 retailer. 
Both sandals, with cork soles and heels, 
come in all wanted colors. There's a 
waiting market for them in your com- 
munity ... be the first to show them! 


J. MACKEY & SON 
715 Broadway NEW YORK 








Signposts to Progress 


[CONTINUED FROM PAGE 47] 


Too many independents allow their windows to be 
sloppy or indifferently trimmed, and let their exteriors 
and interiors run down. 

“They also permit their stock to become a collection 
of unrelated and unsized units. The chain store is 
sized up regularly on salable merchandise through 
their regular system of doing business. Chains are not 
licking us on price but on method. The average inde- 
pendent is mentally lazy and prone to be slack on 
merchandising and good storekeeping methods. 

“Our money crop here is visitors. Early comers this 
year are buying more than they did a few years back. 
Taking this into consideration and with my eighteen 
years of retail shoe experience here, I believe the pres- 
ent season will be our best in many years.” 

Next door, Sidney Cohen is holding forth featuring 
plenty of fast styles in standard brand goods. With 
him, his windows are most important in carrying his 
shoe message to his particular public. In common with 
many shoe men in other parts, Mr. Cohen is cutting 
out his lower-priced#lines. He finds that people who 
have been buying shoes for $5 and less will not jump 
to $10 but they are willing to pay $6 and $7.50. He 
can always get his money out of good shoes, while the 





only money he ever lost was on cheap merchandise. 

“Last year,” said Mr. Cohen, “we had to clean out 
our cheap shoes at a loss, while this year we are selling 
good shoes at a profit. The little girls in the ten cent 
stores would take an hour to buy a pair of $1.95 shoes. 
Now they are buying $3.95 and $4.95 shoes in a few 
minutes’ time.” 

M. L. Roth has found it to his advantage to feature 
the health angle of his men’s and women’s shoes. Many 
patients are sent to Hot Springs by their doctors for 
treatment of neuritis when they have only bad feet and 
are wearing badly fitted shoes, he stated very positively. 
“Many people come to Hot Springs with arch pains 
and bad feet that never would have had to come here if 
they had been properly fitted in their home towns. 

“Case after case has come to my attention of grossly 
misfitted shoes. Those two ladies you just saw going 
out, each wearing a pair of $10.50 shoes, were a mother 
and daughter who live in a large Illinois city. The 
shoes I took off retailed at $6 and were a good standard 
brand. They were, however, badly misfitted in regard 
to size and type. Two months ago, a young Kansas 
woman was wheeled into this store. Within a month I 
had her walking, just because I fitted her properly. 
She had been paying good money for shoes but evi- 
dently no one took the trouble to fit her. Fully 65 per 
cent of the people want good, sensible, well-fitted shoes. 
[TURN TO PAGE 58, PLEASE ] 
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DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD | 
SOCK-LINING | 


DUPONT WHITE | 
MIDSOLE MATERIAL 
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White Pontan quarter linings and White Fair- 
field sock linings in kid grain, glazed finishes add 





much to the appearance of the inside of the shoe. 








An outstanding new development, Dupont White | : 4 
Midsole, gives the desired smartness to this pop- 3 ig \ | 
’ ular type of Spring and Summer Footwear. ‘ ' 
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THE NEW 


SMOOTH-EEZ 


PUMP 
FOR COMFORT AND CHIC! 


Those who walk in the paths of service know the exacting demands made of 
footwear. The new SMOOTH-EEZ pump brings true joy to foot weary 
women. .. a delightful smoothness to the pleasures the feet enjoy ...a new 
ease to the duties asked of them. 


We present two of the SMOOTH-EEZ pumps... in Rosemont’s Faillette 
... #7163 in Black... #7363 in White . .. both are on the P-21 last with 20/8 
heel, Their exciting beauty of styling and finish find counterpart in the 
molded-to-the-foot comfort exemplified in its patented cushioned instep. 


Fabrics by 


ROSEMONT SILK CoO, Inc. 


New York City, New York 
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7163—Rosemont’s Black Faillette. $3.20 








7363—Rosemont’s White Faillette. $3.20 


“exclusive in SMOOTH- EEZ “” 


Recognition of Fabric Leadership is evi- 
denced in the selection of Rosemont’s 
Faillette for the SMOOTH-EEZ pump. 
We shall continue in our effort to retain 
our position as producers of Quality in 
materials for the creation of outstanding 
shoe styles. 








JOHANSEN BROS. SHOE COMPANY, ST. LOUIS, MO. 
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Sales Volume at Indiana Show 
Up 50 Per Cent 


INDIANAPOLIS, IND.—About 100 dis- 
plays of footwear were on exhibition 
by leading shoe manufacturers from 
all parts of the United States at the 
Twelfth Annual Indiana Shoe Buyers’ 
Week at the Claypool Hotel in Indian- 
apolis, Feb. 10, 11 and 12, under the 
auspices of the Indiana Shoe Travelers’ 
Association. 

Buyers from all parts of Indiana at- 
tended the largest individual State 
show, and sales of shoes and acces- 
sories were at least 50 per cent over a 
year ago. More than 130 lines on dis- 
play exceeded the number of 1934. Buy- 
ers in general were more optimistic 
and placed orders for larger numbers 
of pairs than a year ago. From the 
general information solicited from shoe 
men, sales in the retail end of the busi- 
ness have been showing a gradual in- 
crease and for a bttter grade of mer- 
chandise. According to the official 
count of the Indianapolis Convention 
Bureau, in charge of the registration, 
560 shoe merchants had registered the 
first two days. 

Novelty shoes played an important 
part in the displays and sales during 
the three days of the gathering. Deal- 
ers report that sedate footwear is prac- 
tically a thing of the past. Women of 
all ages are leaning toward novelty 
wear, and orders for this line were 
greater than ever before. There were 
no meetings or gatherings and little in 
the way of entertainment. It was 
purely a business gathering for the 
purpose of getting business, and sales- 
men took advantage of the occasion, 
from the appearance of order books. 

Men’s shoes sold in better volume 
than was anticipated, but the volume 
in children’s footwear was said to be 
somewhat disappointing. Practically 
every sample room available in the 
hotel was pressed into service. 

Salesmen were unanimous in report- 
ing that the Summer season would be 
entirely white. The entire line of white 
footwear in all styles attracted buyers, 
with some brown, blue, tree-bark, tan- 
bark in ties, pumps and_ semi- 
sandals. Heels seemed changed but 
little from last year. It appears that 
manufacturers have more than ful- 
filled the work they have to do in order 


to have a successful season by giving 
the salesmen new, ultra-smart lines to 
tempt their dealers. 


Charles |. 
Slipher, 
President, 
Indiana 
Shoe 
Travelers 
Association 
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On Monday night nearly 500 buyers, 
salesmen and manufacturers attended 
the stag party at the Hoosier Athletic 
Club in honor of George J. Marott, 
veteran Indianapolis shoe merchant. 
Other honored guests were Charles E. 
Wilson, Indianapolis, the oldest trav- 
eling shoe salesman in Indiana; Arthur 
G. Brown, Marott’s Shoe Store, and 
Thomas Welsch, of the Star Store, who 
are the oldest shoe ‘buyers in Indiana. 
Music and entertainment and a real 
“Dutch Lunch” finished out the evening. 

Charles I. Slipher, president of the 
Indiana Shoe Travelers’ Association, 
pronounced the buyers’ week an un- 
usual success. “The attendance and 
volume of business were beyond expec- 
tations,” he said. 





DATES TO REMEMBER 


Joint Styles Conference and Tanners 
Council Fall Opening, Waldorf-Astoria 


Hotel, New York ............. April 29-30 
Ohio Retail Shoe Dealers Association 

Annual Convention, Carter Hotel, 

Cleveland, Ohio ........... June 16-17-18 


Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah Ho- 
tel, Portland, Oregon ........ June 17-18-19 





Explains Excelsior Shoe Co. Plans 


PORTSMOUTH, OHIO0O—The following 
letter was addressed to customers of 
the Excelsior Shoe Company of Ports- 
mouth by J. D. Williams, terasurer, 
under date of Jan. 26: 

“It is quite possible you have seen 
notices in the press and trade journals 
reporting the contemplated liquidation 
of the Excelsior Shoe Company. 

“We have always appreciated the 
loyalty of our customers and the warm 
friendships which have materialized in 
our 50 years of business. We feel that 
our customers should have first hand 
information regarding our liquidation 
and future plans, and for that reason 
we would like to mention these few 
facts. 

“We are working on a change in the 
plan of operation of this company, 
which will require a liquidating process. 
Your present and future orders will re- 
ceive our careful attention just the 
same as always and we will go right 
along this Spring season taking care 
of your immediate business on such 
stock shoes that show a reasonable sales 
volume. You may be assured that you 
will not be affected in any way by the 
internal plans of our stockholders. It 
is our desire to further assure you that 
this company will continue to handle its 
business with its customers on the 
same high plane of integrity as in the 
past half century. 

“We would like to emphasize the fact 
that this liquidation is not due to the 
financial conditions of this company, 
but due to the fact that present meth- 
ods demand revamping and discarding 
of past practices. 

“With this assurance we hope that 
we will continue to have your goodwill 
and that our future business relation- 
ship with you will be as harmonious 
and pleasant as in the past. Our repu- 
tation would in no way permit us to 
make any radical move that would af- 
fect the business of our customers 
without sufficient notification to them in 
advance.” 


George Miller in Frisco 


SAN FrRANcisco—George Miller, son 
of the late I. Miller and president of 
I. Miller & Sons Corporation, was a re- 
cent visitor here. He made his head- 
quarters with the Frank Werner Com- 


pany. 




















































Sailfishing Down South 





Herman B. Delman, on the left, smilingly poses for the camera man after landing 
sailfish that tipped scales at fifty-one and a quarter. He slipped away from Del-Mac 
activities in New York long enough to enjoy a few days of rest and recreation. 





New Foster Store 
to Open March 2 


Kansas City, Mo.—Foster Shoe 
Company, Inc., has leased the entire 
three floor building known as the Op- 
penstein Building, southeast corner of 
Twelfth and Walnut, this city. This 
is considered one of the most promis- 
ing corners in Kansas City, and Foster 
expects to open the largest exclusive 
popular price shoe store west of Chi- 
cago on March 2. 

On the first floor will be the ladies’ 
department; on the second, the men’s 
department, and on the third, the 
children’s department. It is planned to 
remodel the store at a cost of approxi- 
mately $15,000, and there will be an 
X-ray fitting machine on each floor. 
Each salesman will be taught to fit 
shoes correctly. 

The company now operates four dif- 
ferent units and, with the addition of 
this new store, will have five branches. 
Harold Kaplan, president, has extended 
a general invitation for the opening, 
March 2. 


New Orthopedic Stores 


SACRAMENTO, CAL.—Two new Foot 
Health Headquarters have recently 
been opened on the West Coast by the 
Orthopedic Shoe Stores Company. One 
is located at 1021 Ninth Street, Odd 
Fellows Temple Building, Sacramento, 
Cal., and the other at 2011 Tulare 
Street, Fresno, Cal. Careful surveys 
were made before leases were signed, 
to insure the best possible locations 
in the heart of the business sections. 
Particular attention was paid to the 





visibility of the large Neon sign which 
has become characteristic of these Foot 
Health Headquarters Stores throughout 
the nation. In both cases the signs can 
be seen from the busy intersections, 
and for great distances. The store 
fronts were completely remodeled, with 
modern windows and entrances. The 
stores were equipped throughout with 
the standard types of fixtures. Ground 
Gripper, Cantilever, Physical Culture 
and Dr. Kahler brands are being fea- 
tured. 

As store managers, the Orthopedic 
Shoe Stores Company selected men of 
long and successful experience, R. E. 
Bierce for the Sacramento store and 
S. E. Dobbins for the Fresno store. 
Before the store openings, however, 
these men were, with their assistants, 
given the thorough course of training 
required by the company of all its 
men. This training was given under 
the personal direction of O. A. Wilson, 
who looks after the Orthopedic Shoe 
Stores Company’s activities on the 
Pacific Coast. ; 

Part of this training is provided by 
a six reel sound and motion picture, 
recently produced and released by 
Orthopedic Shoes, Inc. George W. S. 
Reed, the company’s advertising di- 
rector for the Pacific Coast, made spe- 
cial trips to Fresno and Sacramento to 
give these new stores the benefit of an 
early showing of the picture, which 
emphasizes and explains the features 
of the footwear, as well as giving dem- 
onstrations of actual sales. 

In former years, the shoes were sold 
in these cities by competitive dealers, 
and local residents have given an en- 
thusiastic welcome to their return, all 
in one store. An extensive advertising 
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program has been arranged, calling 
for direct mail, newspaper and radio 
advertising. 


Fair Opens New 
Men's Department 


CuicaGo, ILu.—The Fair opened to 
the public on Feb. 8 its new men’s shoe 
department, located conveniently on 
the main floor near the Dearborn Street 
entrance. Red leather chairs, stream- 
lined in the mood of the day, are pro- 
vided for customers. A fitting at- 
mosphere is provided by the use of 
English prints harmonizing with the 
general color scheme of grays, vivid 
red and shining black. 

The first 1000 men visiting the new 
department were presented with cigar 
lighters, and a special 20 per cent dis- 
count from standard prices were of- 
fered as an extra inducement to attract 
men to the opening. S. Katz is man- 
ager. 





Combine Two Fontius Stores 


DENVER, CoLo.—The Fontius Shoe 
Co. here is combining its Arch Pre- 
server Shop and its Enna Jettick shop 
in a new location at 709 Sixteenth 
Street, effective March 1. The Arch 
Preserver Shop has been located at 
520 Sixteenth Street and the Enna 
Jettick shop at 1534 Curtis. 

The new store is the location now 
occupied by the Lorber Shoe Co., which 
is removing this store. Lorber’s will 
continue its original Fifteenth Street 
place. The new Fontius store will carry 
more style merchandise than an ordi- 
nary corrective store. Its name has 
not yet been selected. 





Broadhurst to Move 


DENVER, CoLo0.—Broadhurst, Inc., one 
of Denver’s oldest and largest shoe 
stores, will move before the end of 
February from its old location at 639 
Sixteenth Street across the street to 
636 Sixteenth Street. The new store 
will be one of the most modern in the 
West. The location was selected to 
take advantage of feminine traffic dur- 
ing the summer. It was found that 
nearly all women going in either di- 
rection pick the shady side of the 
street. 


—_—_—_ 


A Lot in a Name 


CuHicaGo, ILt.—The Shoe Box has 
proved to be a popular and lucky name 
for the Chas. A. Stevens & Co. fifth 
floor shoe department. The shoe box 


is the natural place for shoes to be, 
and at Stevens’ there they are. At the 
moment the $6.75 colored patent leather 
four eyelet ties in navy blue, brown and 
black are holding the spotlight. They 
come with white piping and are a 
forerunner of the Spring trend. 
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ACCENT ON COLOR 


The news of the spring is color—the one color costume is out, the 
two, three and four-color costume is in, the wave of color has finally 
reached shoes. 
















This summer you'll sell sandals and sandal Oxfords in 


Drapeau Red . . . . . VodeKid No. 45 
Clipper Blue . . . « « Mode Kid No. 236 
Bleute . os. «ss + Mode Kid No. 324 
Tropez Pink . . « « « Mode Kid No. 325 
Chamois Yellow . . . . Vode Kid No. 308 


in all-over shoes, in combination with one another, or with white. You'll 
sell even gayer shoes too, that combine three, four or more of the 
sixteen brilliant and pastel shades that are available in 


VODE SUEDE. 





STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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S F AT your patrons 


Comfortably and 
Economically 
with American 


INTERLOCKING 
SHOE STORE CHAIRS 


The economy of “American” Interlocking Chairs makes them 

widely recognized as standard shoe store seating. Compact, 

arranged in sections, more chairs fit into less space. Yet they 

are roomy and comfortable. Coverings are of harmonious 

patterns to fit in with interior decorative schemes. A design- 

ing and drafting department is at your free disposal. Just send 
rough floor plan for unusual layouts. 


pocigae Seating Company 
Makers of Seating for Shoe Stores, Schools, 
Churches and Public Auditoriums. 


General Offices: GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cities 


“NEW STYLES IN SHOP 
SEATING” FREE 


Send for this free book of practical seating helps. 
Know the facts about “American” Interlocking Chairs 
—their economy, comfort, beauty. Address Dept. BS2 





Mf 






Model 
No. 708 
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THE WORLD _FAMOUS 
‘Manfield 


ENGLISH RIDING BOOTS 
IN STOCK 


The finest 
selection of 


RIDING BOOTS 
FIELD BOOTS 
& JODHPURS 


for Men & Women 


in America. 





Write for Catalogue 
Obtainable from 


our only Depot 
in U. S. A— 


MAN FIELD & SONS 


1636 Ranstead Street 
-« PHILADELPHIA .. 




















Signposts to Progress 


[CONTINUED FROM PAGE 52] 


It is to the shame of the retail shoe industry that they 
are not able to purchase them.” 

With the foregoing in mind, Mr. Roth believes there 
is plenty of room in the shoe business for the ambitious 
young man or woman, if they will only put plenty of 
intelligent preparatory work in the study of the feet 
and the solving of ordinary and difficult fitting prob- 
lems. First, last and always, they must really know 
how to fit feet, he admonishes. 

“Tt seems like old times are here,” remarked Vernon 
A. Dinwiddie, manager of the Kempner branch in Hot 
Springs. “A man comes asking to be fitted to a pair of 
riding boots, pair of golf shoes and possibly a pair of 
white sport shoes. After he is all fitted, he peels off 
a hundred dollar bill, and asks how much he owes. 
Right now, we are in the midst of the biggest season 
we have had in years. Two years ago we were afraid to 
show a customer a $14.50 shoe, now we are selling 
twice as many shoes at $10.50 and up as we sold all 
during the same time last year. The corrective shoe 
business is making wonderful strides.” 

Next week we visit Little Rock and Blytheville. 
Read about the town of 10,000 population which has 
30 places selling shoes in three blocks. The town with 
75,000 pairs of shoes on its shelves. 


New Children’s Store 


Los ANGELES—The modern trend in interior design- 
ing and decorating is predominant in the smart, new, 
exclusive children’s shoe store of the salon type in- 
stalled by Mr. and Mrs. A. L. Greenberg at 5512 
Wilshire Boulevard, Los Angeles, and known as Green’s 
Children’s Shoe Store. 

The walls of the new store are in ivory, tinted slightly 
toward cream, the woodwork is in natural maple and 
the carpets in Nile green. The upholstering is in burnt 
sienna linen tapestry and the draperies in cream monk’s 
cloth. All portable furniture is of tubular steel con- 
struction. 

Other features are the built in window seats and 
the two large hand paintings done especially for this 
store depicting Mother Goose scenes interesting to 
children. Location in a new modern building with a 
wide central arcade gives the store a complete row of 
windows on one side as well as the street window in 
front and practically throws it open to the view of all 
the customers of an adjacent men’s store. A rear en- 
trance opens on a large paved parking area. 

The new store is one of several fine new shoe stores 
recently opened on fashionable Wilshire Boulevard. 
The shop offers X-ray fitting service and features only 
fine shoes for infants. and for boys and girls up to 
size 10. 











Charles F. Scholl to Do 
Field Contact Work 


Cuicaco—Charles F. Scholl is one of 
the recent arrivals at Doctor Scholl’s 
headquarters in Chicago. He comes 
from the London office and factory and 
is the son of Frank Scholl, who is in 
charge of European Doctor Scholl ac- 
tivities. * 

Charles Scholl is here for an indefi- 
nite stay in order that he may contact 
all sources of information for the pur- 
pose of standardizing the world-wide 
activities of the Scholl organization. 
He is now contacting every division and 
department of the Scholl factory in 
Chicago. In a short time he will con- 
tact the field. 


Retailers Insurance Company 
Made Substantial Gains in 1934 


CHICAGO—With holdings in cash and 
Government bonds more than sufficient 
to pay every known liability of the 
company, the National Retailers Mu- 
tual Insurance Company, official insur- 
ance carrier of the National Shoe Re- 
tailers Association, closed the year 1934 
with substantial gains in assets and 
surplus to policyholders, according to 
its annual statement recently released. 
Assets increased $146,222.81 to $1,506,- 
028.27, a gain of 10 per cent, and sur- 
plus to policyholders of $514,307.17, 
represented a gain of $160,022.72, or 
45 per cent. Dividends paid to policy- 
holders during 1934 totaled $304,440.69. 

The distribution of assets of the com- 
pany shows that over 60 per cent is in 
cash and Government bonds, 22 per 
cent in state and municipal bonds and 
7 per cent in first mortgages. 

In commenting on the results for 
1934, James S. Kemper, president of 
the company, said: “The favorable ex- 
perience of fire insurance companies 
generally during the past year has been 
shared by the National Retailers Mu- 
tual Insurance Company. The history 
of the first insurance business shows 
that one or two favorable years cannot 
be taken to mean that fire losses will 
continue to be lower. However, there 
seems to be an improvement in the 
moral hazard, and from this standpoint 
at least we look for a continued good 
record during 1935. In addition, mer- 
cantile stocks which have been at a low 
ebb during the past year are being re- 
plenished. Real estate values are also 
improving, and from these facts we look 
for increased premium writings the 
coming year.” 


Hold-Up in Newark 


Newark, N. J.—Harold Wirth, as- 
sistant manager of the W. L. Douglas 
Shoe Store, at 200 Market Street, was 
held up Feb. 6 in the store, an experi- 
ence similar to one in May, 1931, and 
February, 1932. The thieves, who 
bound and gagged Wirth, got $60 in the 
latest hold-up. 
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exclusive 






NO WOOD OR FIBRE BENEFIT 
wit “ie resitiency | found only in 


AND WEAR OF STA-TITE 


HEELS STA-TITE 
rubber heels 


, nothing between the clean-cut dia- 
mond tread of a Sta-Tite heel and the steel 
wire mesh embedded in the very base but 
live, resilient rubber. Here’s a superior 
heel that you can guarantee «is more com- 
fortable, giving twice the wear of average 
heels, that will never work loose or gape at 
the edges. 


The demand for Sta-Tites is steadily increas- 
ing—because Sta-Tite’s talking points help 
sell shoes—because Sta-Tites make satisfied 
customers. Specify superior Sta-Tites at 
no higher price than other top quality heels. 





PANTHER PANCO CO. cnetsea, mass. 


PANCO 


STA-TITE 


CACHES, 
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Men's Shoes 
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EAST WEYMOUTH. MASS. 
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Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 


No. 1435R 
Tan Kid. 
Hand Turned. 
5-13. C. D.-EE. 


2223 






L. B. EVANS’ SON CO. 
Wakefield, Mass. 


2222 





Hitch-Hiker Gets Lift; 
Lifts Shoe Man's Bible 


SEATTLE, WASH.—Edward C. Lind- 
berg, 63-year-old West Seattle shoe 
store proprietor and a lay preacher and 
Good Samaritan of his West Seattle 
district, had his faith in human nature 
somewhat jolted the other evening. On 
his way to prayer meeting with a new 
Bible, a Christmas gift, in the back of 
his car, he gave a young thumber a 
lift, only to find after he deposited the 
hitch-hiker at his destination that the 
Good Book was stolen. 


Robert E. Martin Heads 
Atlanta Advertising Club 


ATLANTA, GA.—Robert E. Martin. 
advertising and sales promotion man- 
ager for the George Muse Clothing 
Company, was elected president of the 
Atlanta Advertising Club on Feb. 14. 
He succeeds Oscar R. Strauss, Jr., ad- 
vertising manager for Rich’s. 
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Volk Heads Dallas Merchants 





HAROLD VOLK 


DALLAS, TEx.— Harold Volk was 
elected president of the Dallas Retail 
Merchants Association for 1935 at a 
meeting held in the Hotel Baker. This 
honor is in recognition of the fine en- 
thusiastic work which he has done 
while a director of this association. 
Plans which call for widespread activ- 
ity on the part of the association and 
which will raise the retailing plane in 
the city are being formulated. 





Harold Schaeffer Made 
General Manager, J. & J. Slater 


New York, N. Y.—Harold Schaeffer, 
for five years buyer of women’s better 
shoes with R. H. Macy & Company, 
New York, has been appointed general 
manager of the J. & J. Slater stores in 
New York. Mr. Schaeffer was born in 
New York City and educated here. He 
is comparatively new in the shoe busi- 
ness, having been engaged in the mer- 
chandising of shoes only six years. 
Prior to that he was general sales man- 
ager for a real estate firm, doing large 
real estate subdivision work in the 
Metropolitan area. Mr. Schaeffer ex- 
pressed an optimistic view toward the 
future of J. & J. Slater, and explained 
that no deviation from the usual Slater 
distinction style and quality was an- 
ticipated. 


Eye Appeal chee 


Cuicaco, Itu.—I. Miller makes an 
appeal to the eye as well as for that 
“satisfied feeling” in introducing his 
new Basquette four eyelet tie of basket 
weave fabric trimmed with leather at 
$12.75, and the demand is good. This 
comely shoe for jaded spirits which 
harmonizes so well with a _ tailored 
Donegal or a raglan throwon, or any 
classy sports wear, comes in black, 
brown, blue, beige, in high or low heels 
to suit the taste of the customer. 
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Interesting Pattern Treatments 


Los ANGELES, CAL. — “Interesting 
treatments perhaps more than any- 
thing else make Gude’s shoes refresh- 
ingly new right now,” says Ruth 
Hamilton, advertising manager of the 
store. 

A few numbers illustrating this 
point are presented as outstanding 
leaders. - 

One is a patent leather pump, all- 
over patent. The “interesting treat- 
ment” is the narrow strips of braid 
stitched in interesting designs, running 
in parallel lines, over the entire sur- 
face so that the shoe appears at a 
distance to be made of two materials. 
This pump serves every purpose that 
a plain patent pump would serve and 
yet is decidedly different, Mrs. Ham- 
ilton points out. 

Another variation of the same idea 
that has captured the imagination of 
Gude’s customers is an all-over patent 
step-in. The heel and quarter is un- 
adorned, while the vamp is artistically 
treated with the parallel lines of braid. 
This shoe serves every purpose that a 
plain patent step-in would serve and 
yet is “refreshingly new.” 

“Something else refreshingly new in 
appearance and much appreciated by 
cur customers,” says Mrs. Hamilton, 
“is white stripings on dark shoes, 
especially on kids and linens. Strip- 
ings of blue on a tweed mixture among 
sport shoes have taken very well also. 
These are all the same materials to 
which we have all been accustomed, 
and yet the artistry of the treatments 
makes them entirely different and en- 
tirely new.” 


Made Assistant Buyer 


DENVER, CoLo.—Harry Levy, for the 
last year a member of the floor staff 
at the women’s shoe department of the 
Denver May Co., has been promoted 
to assistant buyer under Buyer Max 
Lackner. He succeeds J. C. Van Atta, 
who has been transferred to another 
May Co. department in the Denver 
store. 

-This department has just concluded 
a highly successful showing of a Dr. 
Locke shoe film. A local theatre was 
rented for the occasion and invitations 
were sent to all local doctors and cus- 
tomers. 


Pumps in Chicago 


Cuicaco, ILu.—Pumps in all grades 
and styles are holding full sway in 
Chicago this week. The show windows 
and newspapers are fairly shouting the 
latest in dainty footwear as exempli- 
fied by the time-honored group. O’Con- 
nor & Goldberg, at the 23 Madison 
East store are offering hand sewn 
and bench-made pumps at $9.65 in 
black and brown suede; black, brown, 
blue, grey and white kidskin; patent 
leather; black, brown, blue and white 
crepe; black and white satin, black 
velvet, and white linen. 
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LARGE-SPACE ADVERTISEMENTS 


in all these magazines: 


Saturday Evening Woman’s Home 
Post Companion 


Collier’s Cosmopolitan 
Liberty Parents’ Magazine 
True Story Modern Screen 
Modern Romances Radio Stars 
Tower Radio Home Magazine 
Serenade Mystery Magazine 


New Movie Magazine 














... with the largest 
advertising campaign 
ever put behind a 


white shoe cleaner 


EE... in May, full-column, force- 
ful advertisements of Shinola White 


Shoe Cleaner will appear in leading 
national magazines. This powerful cam- 
paign will continue throughout the sum- 
mer—creating greater consumer demand 
for the country’s fastest-selling white 
shoe cleaner. Shinola White Shoe Cleaner 
cleans all white shoes. Actually removes 
stains. Does not cover up the dirt, but 
restores the shoes to their original white- 
ness. All signs point to new high sales 
of Shinola. Be sure to get your share. 
Check your stock of Shinola White 
today. Write for free display material to 
—SHINOLA, 88 Lexington Avenue, 
New York City. 
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Ra ile le eal 


Riding Boots 


6 66 6S Ee eS! 


JUSTIN BOOTS 


a SOMtE ere Ling STYLES IN 
Riding, Cowboy and Lace Boots 
Write for Catalog X 
H. 4. JUSTIN & SONS, Ine. 
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Dancing Shoes and Taps 


lil 


TAP 
DANCE 
SHOES 












BLACK CALF 
PAT. LEATHER 
Women’s 

A-B-C 2% - 8 Sater 
$1.55 A-B-C 11% -2 

$1.45 
== OWENS SHOE Co. 
—— 28 Goodhue St., Salem, Mass. 











Humorous Ads Help 


Satt LAKE City, UTAH—Humorous 
truth advertising, used no more than 
once or twice a year, can sometimes 
move the merchandise off your shelves! 

Ask Steve Huff, manager of the shoe 
department of Keith O’Brien, Inc., 56 
East Broadway. Joining in a store- 
wide Olympics sale, Steve picked out 
two dozen shoe boxes that he hadn’t 
been able to move. His advertisement 
read, “24 Shoe Boxes.” 

“They stand upright and are con- 
stantly in the way. However, they do 
protect one’s shoes. Were $1.00... 79c.” 

The shoe boxes moved—every last 
one of them, and in addition the shoe 
department reported heavy sales. 

“Tt’s a funny age,” says Steve. 


D. A. Dullea With 
Albany Shoe Co. 


ALBANY, N. Y.—The Albany Shoe 
Company wishes to announce that D. 
A. Dullea, formerly with the Dunn Sal- 
mon Co., is now back on the road, cov- 
ering northern New York State. R. L. 
Sanders is covering his old territory 
in Vermont. - 











Stiefel Now a Manufacturer 





REUBEN STIEFEL 


CuicaGo, ILu.—Samples are in the 
making of women’s Littleway shoes at 
the newly organized factory of M. A 
Clark Shoe Manufacturing Company, 
231 South Green Street, Chicago, II. 

President Reuben Stiefel supervises 
the styling and selling. Vice-president 
M. A. Clark is in charge of the making 
of the shoes. 

The new factory, only nine blocks 
west of State Street, Chicago, is con- 
veniently located. The three elements: 
styling and sales, production and de- 
livery, speed of contact with buyers, 
were considered when they decided to 
make women’s popular price shoes in 
the center of Chicago. 

Reuben Stiefel, president of the con- 
cern, was for many years shoe buyer 
at Goldsmith’s of Memphis, Tenn. 
Then he came to Chicago to operate the 
Peacock Shop on State Street, and 
now steps into manufacturing with a 
splendid background of retail shoe ex- 
perience. He is a past vice-president 
and director of the National Shoe Re- 
tailers Association and is known to 
shoe men nationally. The factory or- 
ganization is under the efficient man- 
agement of M. A. Clark, vice-president, 
and the firm bears his name. 





San Diego Store Enlarged 


San Dieco, CAt.—Leo Maron, 905-7 
Fifth Avenue, has practically doubled 
the size of his shoe store to accommo- 
date enlarged departments for men’s 
shoes, children’s shoes and arch sup- 
port shoes. Recently also a new front 
was added with fine display windows 
and the interior redecorated. 

“My plan ordinarily,” says Mr. 
Maron, “is to spend far more money 
on redecorating windows than on re- 
decorating the interior. As often, as 
five times a year we come out with a 
complete new window motif, repaint- 
ing and redecorating the entire win- 
dow interior. To the public in passing 
this means progress. The public’s first 
impression of progress comes from ap- 
pearance of windows and the thorough- 
ness with which we change everything 
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every couple of months, in the matter 
of the effect on the public, almost 
means a new store! This does not 
means merely retrimming the windows, 
it means complete renovation.” 

Mr. Maron reports a greatly in- 
creased volume of sales during 1934, 
while 1935 to date shows further gains. 





May Company Bids for 
Sorority Girls' Trade 


Los ANGELES, CAL.—Making a spe- 
cial bid for the patronage of the 
sorority girls at the various universities 
the May Company is showing a few 
groups of dress shoes christened 
“Sorority House Footwear.” One of 
these is a line of white pumps with 
very short vamps and large outstand- 
ing bows that match the tips. Both 
tips and bows are of leather with 
alternating stripes of white and blue. 

Another group is classified as “bre- 
vamps,” pumps, step-ins, and T-straps, 
all with very short, French type 
vamps. A few of these have miniature 
tips either in blue or brown, the former 
predominating, the extremely small 
area of tip making the foot look even 
smaller than it would without it. “The 
science of making the foot look small!” 
is the inscription on the aisle case. 

Sorority girls’ attention is also called 
to a group of “patches” with narrow 
strips of braid setting off the boundary 
lines of the patches, most of which are 
diamond shaped. White is the pre- 
dominating color in the “patches” num- 
bers, both in T-straps and eyelet types, 
kid combining with buck to give the 
contrast between patches. 





Custom Shoes for Boys 


Los ANGELES, CaL.—Custom shoes 
for boys, especially boys in their teens, 
and being shown in large numbers at 
the May Company’s store. Among the 
numbers most conspicuously displayed 
is a white calf with a brown calf saddle 
heavily perforated. This shoe is made 
on a fashionable last and has a real 
mannish look about it. Another num- 
ber is a light and dark brown combina- 
tion with a wing tip, and there is quite 
a noticeable, stylish, out-flare to the 
spade. This same pattern is shown in 
all-black calf, and in white with a black 
trim. 

To set this array of boys’ shoes off 
to advantage the aisle cases in which 
they are displayed are dressed up with 
ping-pong outfits including nets, balls 
and paddles. 

“Boys are becoming style conscious,” 
says Joe Ferguson, buyer, “and we are 
giving them just a touch of high style 
without overdoing it.” 





Installs New Front 


San Francisco—The Fashion Boot- 
ery, 51 Stockton Street, is installing 


a new front at a cost of several thou- 
sand dollars. A new modernistic light- 


ing effect will be used. 
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TO ORDER 


MORE POWER 


FOR YOUR 


CLEARANCE SALES! 
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50 PROMOTION 


ideas—mimeograph, offset and mailing 
contest ideas—sales letters--sale color 
—post card ideas—and many others—50 i 


/Y Revised edition. 





layouts—Total, 788 suggestions. 


Staaten eatatatatalatet etal errr 


FOR SHOE SALES 


Y A NEW book—window ideas—interior display 


COPY SUGGESTIONS 
788 FOR SHOE SALES 


346 sale names—208 sale sen- 
tences—112 sale phrases—112 sale adjectives—10 sale 
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Sleep in Mountain Air 
AT THE 46-STORY 


MORRISON 
HOTE 


THE CENTER OF DOWNTOWN 


LEONARD HICKS, Managing Director 
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in CHICAGO 






Madison and 
Clark Streets 










In the unbroken silence of 
a Morrison Tower room, 
you sleep soundly all night; 
yet you are only an ele- 
vator ride from the heart 
of the business district. 


SINGLE $ 
ROOM 
$4.00 Double 


with Bath, Servidor and 
Circulating Ice-Water 


Home of 
TERRACE GARDEN 


BOSTON OYSTER HOUSE 


































Leo P. Nemzek Joins Compo 
[CONTINUED FROM PAGE 42] 


du Pont Company if there was not a 
domestic cement superior to the 
German cement they had been using 
with Compo cementing machinery. 
Their problems were promptly turned 
over to Mr. Nemzek. From that day 
to this, Compo machinery and Compo 
cement have been perfected side by 
side. 

The guidance of Mr. Nemzek, as a 
chemical engineer, has been an essen- 
tial factor in the growth and success of 
the cement shoe business. 


The success of cemented shoes has 
been made possible by mechanical in- 
vention plus chemical research. Long 
experience of the du Pont Co. in mak- 
ing cement for joining heavy belting, 
and a record of service to the leather 
industry of over a quarter of a cen- 
tury developed shoe cement strong 
enough for permanent adhesion, “live” 
and resilient for flexibility. 

Mr. Nemzek’s first work in his new 
connection will be in perfecting the 
process of making men’s cemented 
welts, for this field offers opportunity 
for enlargement of cement process 
shoemaking. In his executive capacity 
as general manager he plans to make 
many contacts in the manufacturing 
and retailing fields. He moves from 
Chicago to Boston this week. 


W. H. Adams, general manager of 
women’s and children’s departments, 
told BooT AND SHOE RECORDER he was 
highly pleased with results of the 
week. The event was in charge of 
F. E. Whitelam, display manager, and 
of W. Labram, repair manager. The 
dance slipper department and the re- 
pair department were especially inter- 
ested in the promotion, which has al- 
ready boosted business in both sec- 
tions. 





Starts Wholesale Business 


AKRON, OHIO—M. H. Edelson, who 
has been on the road for the past 18 
years, associated with the Interna- 
tional Shoe Company, Brown Shoe 
Company and the Beacon Shoe Com- 
pany, has started out for himself as the 
Alvin Shoe Company, wholesale dis- 
tributors of men’s, women’s and chil- 
dren’s all-leather shoes, with a full 
line of rubber footwear. He intends to 
make this firm an outstanding one 
throughout the State. Business is con- 
ducted on the cash basis. 


Some Shoe Sale! 


ForT WORTH, TEX.—The most phe- 
nomenal sale in the history of the 
Ashe Shoe Store was reported by John 
L. Ashe. A rich oil man ordered nine 
pairs of made-to-order boots which 
cost him $100 a pair for the boots and 
the trees. 





Army Awards More 
Shoe Contracts 


Boston, MAss.—United States Army 
contracts for a total of 124,423 pairs 
of boots and shoes were awarded Feb. 
4 by Major George Luberoff, command- 
ing officer of the Boston Quartermaster 
Depot here. Fifty thousand pairs of 
garrison shoes are to be made by the 
International Shoe Co., of St. Louis, at 
a price of $2.93 a pair. Boot contracts 
were awarded as follows: 

H. H. Brown Shoe Co., Worcester, 
Mass., 30,000 pairs at $3.93; Joseph 
M. Herman Shoe Co., Boston, 30,000 
pairs at $3.88, and R. P. Hazzard Co., 
Augusta, Me., 14,423 pairs at $3.98. 

Also awarded was a contract to the 
Diamond Braiding Mills, of Chicago, 
covering 100,000 pairs of shoe laces 
at $0.04348 per pair. Competition was 
keen, boot bids ranging from $3.88 to 
$4.57; for garrison shoes, from $2.93 to 
$3.07; and for laces from $0.04348 to 
$0.0468. These awarded contracts total 
about $445,000 and bring the total 
awarded since Jan. 14 to approximately 


$1,769,500. 


Gold Leaves Kaufman-Straus 


LOUISVILLE, Ky.—S. C, Gold is sever- 
ing his connection with the Kaufman- 
Straus Co. He has not made any defi- 
nite plans regarding the future. 


















































WHERE 
TO 


BUY 


a i i ei ied 


Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
y Infants’ Seft Soles...0-3 
intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Catalog 





MRS. DAY'S IDEAL BABY 
SHOE CO. 
Locust St. Danvers, Mass. 











Bowling Shoes 


FO ee Pe 


BOWLING SHOES 


PRICE 
Men's Women’s Oxfords—- 
62.35 $2.25 5¢ less 


Combination Sole 









Buckskin Sole 

Rubber Heel 
BROOKS SHOE MFG. CO. 

Swanson & Ritner Sts., Philadelphia 


Ne. 224 








Trade 
Literature 


Juvenile Shoe Buyer's 
Guide Published 


BostoN—The Green Shoe Mfg. Co. 
has announced a departure in the for- 
mat of its new Spring catalog, de- 
signed to assist the buyer of fine 
juvenile shoes in quick selection of 
needed styles and sizes from stock. 
Formerly publishing two catalogs, one 
for Junior Arch Preserver shoes and 
one containing Stride-Rite and a stand- 
ard line of juvenile welts, the new cata- 
log now embraces all lines of this well 
known house. 

The purpose of this consolidation into 
one catalog is to afford greater con- 
venience to the large number of re- 
tailers who carry both Junior Arch 
Preservers and the standard Green line 
to round out their fine juvenile shoe 
requirements. 

Illustrated in color, the new book 
of 32 pages contains 96 in-stock num- 
bers ranging from staple patterns to 
original interpretations of the present 
vogue in growing girls’ styles. Also 
illustrated are many dealer help ma- 
terials. 





Smart Sport Ensemble 


gee 4 





New YorK—Mme. Anny Blatt, fa- 
mous designer of hand-knitted clothes, 
had her mannequins wear several of 
the new Walk-Over shoe models with 
her Spring and Summer costumes in 
Paris. 

The photograph shown here features 
an Anny Blatt sports costume, and 
illustrates the smart tie-up between the 
costume and shoe. Note the color 
accent and the repetition of rough- 
surfaced leather in the texture of the 
dress—an excellent example of the 
fashion importance of closely relating 
the shoe to the costume. 





First of the Freak Bills 


WASHINGTON, D. C.—A bill requir- 
ing that all shoes, both imports and 
home manufactures, that are sold in in- 
terstate commerce be labeled and mate- 
rials used in construction be designated 
on the shoes has been introduced in 
the House of Representatives by Rep. 
Fred Biermann, Democrat of Iowa. 

The Biermann Bill proposes to make 
offenders against this act liable to a 
maximum fine of $2,000 or one year in 
prison for first offense, and for sub- 
sequent violations the offender would 
be liable to a $5,000 fine or one year 
in prison, or both. 

The Secretary of Agriculture would 
be authorized to set forth the regula- 
tions and labels to describe the types 
of materials used, on the advice of the 
Bureau of Chemistry of the Depart- 
ment of Agriculture. 

All shoes, according to the act, would 
plainly indicate what they are made 
of. Any dealer, jobber, or manufac- 
turer who tampers with labels to cause 
misbranding would also be liable to the 
penalties set forth in the proposed law. 
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However, the bill would not make 
any dealer liable if he can show a 
guaranty from the manufacturer or 
jobber that the shoes have not been 
misbranded “within the meaning of the 
act.” 

A safeguard is set up against for- 
eign imports of shoes that are mis- 
labeled or sold under false pretenses, 
by requiring the Secretary of the Trea- 
sury to furnish at the request of the 
Secretary of Agriculture samples of 
imports. Should imports be determined 
to be violations of the Biermann bill, 
they shall be refused admission, if the 
law is adopted. 

Because the manufacturers will be 
required to label the shops, and due to 
the fact that the department of Agri- 
culture will design universal labels and 
marks for branding of ‘shoes, all 
articles of footwear may carry identify- 
ing “blue eagle-type” insignia for the 
guidance of the consumers. 

The act would require the Bureau of 
Chemistry to be judge as to violations, 
and its decisions and recommendations 
be accepted by the Government. 





Made Department Manager 


SALT LAKE City, UTAH — Milton 
Bess, formerly assistant manager of 
the Keith O’Brien, Inc., shoe depart- 
ment, 56 East Broadway, is now man- 
ager of the W. H. Wright Store’s shoe 
department in Ogden, Utah. 





New Detroit Manager 


DETROIT—S. Citow has succeeded A. 
W. Dodson as Detroit district super- 
visor of Cannon and Newark shoe 
stores. Dodson is in Toledo managing 
a store and undergoing medical treat- 
ment temporarily. 

John Federlein, who was manager of 
the West Vernor store for Cannon, has 
been transferred to the East Jefferson 
Avenue store. 


Sandals with Steel Shanks 





St. Louris—The Dun Deer sandal 
line for the Summer of 1935 has been 
expanded to include sandals with steel 
shanks and covered heels. This unique 
type of construction steps into the 
future with new ideas in colors and 
trim. 

An attractive folder featuring the 
1935 line has been issued by Interna- 
tional Shoe Company. The accompany- 
ing illustration shows one of the 
sandals built by the new construction 
method. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


BOOT & SHOE 09°27 
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Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS peEvice PeTOSTuENT 
BOOT AND SHOE RECORDE 


a ~ — Street, Chicago, Tlinois DE ALERS, CHICAGO AREA: 
( 


) — send me samples one pun of your Steet 
and Daily Sales Card Reco 


reeset Tie 


Personal service available on above subjects—also in 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 
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Women's Shoes 


a i ei ei 


ANNAHSON 


SANDAL HEADQUARTERS 
Send for Complete In-Stock Bulletin 








A to C 
Terms 2% 10 Days, Net 30, F.O.B. Factory 














HANNAHSONS Haverhill, Mass. 
KUSH-IN-EZE 
HAND TURNED Vv) 
FOOTWEAR 
IN STOCK Vv 
Mig 3200 Y 
VAUGHAN-TOWLE CO. Vv 


WAKEFIELD, MASS. 
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New Wilshire Children's Shop 


Bevery Hits, CaL.—Maude Calla- 
han, well known in children shoe cir- 
cles in Los Angeles and Beverly Hills, 
and former proprietor of Puss ’n Boots, 
children’s shoe store in Beverly Hills, 
has opened a new shop at 9767 Wil- 
shire Boulevard, Beverly Hills, featur- 
ing the better grades of children’s 
shoes. . The shop is neat and in keep- 
ing with the surroundings. 
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Building Nurses’ Shoe Business 


[CONTINUED FROM PAGE 44] 


store. “Reach the head nurses with a 
conclusive sales talk and half of the 
battle has been wen. We tried to prove 
to their satisfaction that we had a shoe, 
selling at a popular price and within 
the reach of most of the girls’ pocket- 
books, that would be satisfactory in 
every way.” 

In addition to this, one of the most 
novel plans yet used by a shoe store 
in the South involves a further cour- 
tesy to the hospitals and their staffs. 
An electric clock, kept accurate to the 
minute every 24 hours by telegraph, 
is placed in the hospitals with permis- 
sion of officials. This clock is enclosed 
in a sign which advertises the store 
and frequently during the day, nurses, 
both students and graduates doing pri- 
vate work, gaze upon the advertising 
message. invariably, a clock is a cen- 
ter of interest because people will, un- 
consciously, look at it to observe the 
correct time, even though they wear a 
wrist watch, Mr. Berry said. 

Four hospitals have these clocks lo- 
cated in strategic positions and paid 
for by the store. They may be obtained 
from either of the nation’s two leading 
telegraph companies at certain amount 
each month until they are paid for and 
then they become the property of the 
purchaser. The telegraph company 
maintains them and when they need 
adjusting the service is rendered free. 

Occasionally there comes to town a 
picture at one of the theatres based on 
the life of nurses at a hospital, and 
this offers a splendid opportunity for 
a theatre-shoe store publicity tie-up, 
according to Mr. Berry. There are 
any number of ways to work these 
theatre tie-ups, but some of the most 
popular deal with window displays of 
nurses’ shoes and attractive advertising 
matter from the assortment every the- 
atre receives on each picture. 

Theatre managers are always glad 
to do this because they realize that 
women shop shoe store windows, and if 
they can attract the shopper’s atten- 
tion to some advertising on the current 
or coming attraction they will be repaid 
for their trouble.’ 

Recently Mr. Berry had a tie-up with 
the Ritz Theatre in Birmingham for 
the picture “White Parade.” The the- 
atre offered enough passes to the store 
to permit two tickets to be given with 
each pair of nurse’s shoes sold. A 
newspaper advertisement inserted by 
the store made the announcement to the 


' public, and especially to nurses. 


Possibly one of the best ways to get 
the business of nurses is to develop a 
feeling of welcome and friendship for 
the young women, Mr. Berry says. It 
should be the duty of every salesman 
to get to know nurses and to build up 
a personal friendship for them. 

This should be done, if possible, while 
they are still learning the profession. 
After graduation, most of them leave 


the hospitals and go out “on their 
own.” Their sickroom duties may be 
scattered from one end of a town to 
the other, and if a store isn’t well ac- 
quainted with them they may stray 
elsewhere. 

The salesmen, therefore, always de- 
vote a little more attention to them, 
learn their names and carry on a little 
foolishness with them in the Berry 
store. They get to know them by their 
names and are addressed by their iden- 
tification when they come into the 
store, or are seen on the streets. 

This has proven to be one of the big- 
gest assets in getting this type of 
business, because lately it has become 
apparent that when a nurse comes 
into the store she nearly always asks 
for the salesman who knows her. 

Nurses, to a large extent, are de- 
pendent, like doctors and dentists, upon 
the recommendation of friends to se- 
cure cases. A doctor builds up a large 
clientele because he is well known and 
highly recommended by friends. He 
does not advertise because it is con- 
sidered unethical to advertise in the 
classified sections of newspapers for 
cases. 

Nurses cultivate friendships because 
they never know when someone is go- 
ing to need a nurse or when a friend 
is going to have an opportunity of rec- 
ommending a nurse. 

The handling of nurses’ shoes is not 
a gamble. The styles are. stable and 
a dealer is safe in stocking them, ac- 
cording to Mr. Berry. Of course, from 
time to time there are changes, but 
never anything radical. Furthermore, 
a large stock is never required, al- 
though a store should be careful to 
keep an adequate stock of the proper 
widths and sizes in stock. This is im- 
portant because nurses require large, 
small and medium sizes. Furthermore, 
because they are almost constantly on 
their feet, they must have shoes that 
fit comfortably and are comfortable. 

Nurses, as a rule, stick pretty well 
together. They are like doctors in 
that respect. Once a nurse buys a 
pair of shoes she will tell other nurses 
about the store. 

These girls, when they are working, 
make good money. They usually dress 
well when not in uniform and are good 
customers for dress shoes. So there is 
a double incentive for cultivating this 
class of business. 





Store Changes Hands 


Los ANGELHS, CAaL.—The Fit-Well 
Shoe Store at 2108 Brooklyn Avenue, 
formerly owned by Julius Solnit, has 
been sold to A. H. Geffman who has 
already taken possession. Mr. Geffman 
is conducting a family shoe store in 
the medium price range. He is well 
known in Los Angeles. 
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New and improved methods 
of construction are skilfully 
combined to produce this 


modern SEWED SHOE. 





Their increasing popularity 


is significant. 








LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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SPRING WINDOW BACKGROUNDS 
AND PRICE TICKETS 
NOW AVAILABLE 























“U": Pale green ‘“V”:Harvestmoon. “S”; Red flower on 
board. Dark green Pale blue board. bright yellow. 
and yellow design. Dark blue trees. 


585 











§7% 
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"I" 








“E”: Lavender and 
blue on white board. 














“G”: Lavender and 
green design on 
peach background. 












YOUR FOOT 


SOUR MAIN 


Vectve 
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“T”: Pale green «p>, 
“X": White board; beard; lavender Ht A mag choice 
rose flowers; blue flower; dark green 
mound and bar. trim. 


“C” Midnight blue 
and vermilion de- 


sign on 


buff board. 


(Tickets: Priced below, Size 144" x 2%”. Samples on request.) 





Feature Pointers 


INFORMATIVE ARROWS point out 
visible and in-built values. They are 
gracefully and securely placed with the 
aid of adjustable Polly Clips. 


REVEAL the fine wearing qualities of 
your merchandise with PRECISE in- 
formation through your windows. You 


can turn a window shopper into a sure ES a 
customer by pointing out the quality — 


features of your shoes. 


Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK “yy” 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 


“J”—-Polly Clips for tickets: % 


(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 






s $2.25 


“B”’: Blue bar with 
orange sunburst on 
silver board. 





The ARROWS are available in two 
colors: corn with green border, or 
buff with green border. Choice of 
forty selling phrases, or blanks. 


12 dozen (printed or blank)..... $2.00 
6 a ( ie = Sree 1.10 
BR Ds eee 0.25 

SPECIAL: 

ONE GROSS ARROWS AND ONE GROSS 

POLLY CLIPS...... @ ONLY $5.00 

















MARCH 


White patterned board; green 
panels with gold-yellow design. 


Size 8” x 14” 
COMPLETE TEXTS — 


sent on request 


4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service, 
Fitting, Quality, Etc. 

Single Cards: 60¢ each 

Without Text: 35¢ each 


This ticket har- 
monizes with 
above card. 
White board, 
green and gold- 
yellow design. 




















" f 
PaoeaER 





























SALE 








ping center. 





Includes 
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Annual Display Card Service 


USE SALE STREAMERS 


ON 


YOUR WINDOWS 
(Red border and “Sale” on white. 


Size: 24” long—5” wide. Price: 3 for 25¢— 
10¢ each.) 


ORE SHOES | 


EXCLUSIVE FRANCHISE is given with annual card service 
to one merchant in an average size town, suburb or city shop- 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 


whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 


cards, supplied free. 


Neat tickets with prices as wanted, but 


not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 











| Com(ortable 


*’~0o, 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 









oe 













Select the Service You Wish— 


Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, IIl. 


Please enter our order for the Recorder “Selling 
Message,” beginning with March, for card service 
N@iscccccces » for one year, consisting of......... card 
holders (with the first month’s service), 
SNe ci sccenes blank tickets each month—OR—......... 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable $....... 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange, 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


Wiscdss Die cesc EEL  CELEE Wikceus » Crete » POCEE 
Stabe NGMER . occ ceccivcctecsdeccdsvsddsccdsacccavecs 
OWRGE adesceccsiccccsddxeceniiacdeecwvereccesuaedes 
GHRGOE os io dic wecidiecccvicicndececscesecemscreedecucadaes 
Ce URE EPOECETTUCECT ET CIT ELT A PCPTECL CET OCCT TC 
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CLAWIFIED ann WAN 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 


1935 











SALESMAN TAKE NOTE: 


We have a very unusual opening for two 

representatives to cover North and South 

Carolin, Virginia and West Virginia. 
The men we want are probably now em- 
ployed in these territories selling high style 
women’s novelty shoes retailing at $2-$3-4 
and earning about $5,000 annually but may 
desire a change to e a connection that is 

rmanent and profitable with New York’s 

argest in stock house of women’s novelty 
footwear where earnings are only limited 
by your own efforts. rite giving all infor- 
mation in strict confidence. 


CRESCENT SHOE CO. 


131-133-135 Duane St. 
NEW YORK CITY 











ALESMEN wanted by manufacturer of 

children’s medium price stitchdowns, At- 
tractive line. Only men able to obtain volume 
business need apply. Commission or drawing. 
Give references, previous connections, etc. 
Address E-134, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 

—_* 





GOOD SHOEMAN AVAILABLE 


Experienced shoe buyer looking for a connection with wide awake organization 
who has courage to take advantage of present trend in business. One where honest 
effort and ability will count. Have had 12 years’ buying experience in both North 
and South, Eight years with one firm. Thoroughly understand medium and better 


grades of men’s, women’s and children’s shoes. 
HAROLD G. TAYLOR, 213 Leonard Ave., Nashville, Tenn. 











SALESMAN WANTED 


ANTED—Salesmen to carry as side line— 

7% commission—twenty patterns in women’s 
welt steel arch shoes made with long leather 
counters retailing at $4.00. Carried in stock AA 
to EEE. Territories open, Pennsylvania, Con- 
necticut, New York, ew k's Maryland. 
Address E-167, care Boot Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


SHOE SALESMEN for volume trade, rep- 
resent outstanding factory lines, good terri- 
tories open, commission basis, state experience. 


Address E-168, care Boot & Shoe Recorder, 
1627 Locust St., St. Louis, Mo. 











SALESMEN: Live wires with substantial fol- 

lowing in West and Northwest to represent 
nationally known Manufacturer of omen’s 
Slippers and shoes. Popular prices. Address 
E-152, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





SALESMEN wanted for western Pennsylvania; 

Scranton, Pennsylvania section; also Balti- 
more and Washington, to carry a general line 
of shoes or a special line as a side line. Strictly 
commission i Give reference. Address 


basis. 
E-162, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


GSALESMEN with good qualifications to carry 
on side line basis short line fast selling 
moccasins outside New England and greater 
New York. McConnell Moccasin Co., Auburn, 


Me. 








ALESMEN wanted to carry side line of 
popular priced Shoe Ornaments and Findings 
for reputable concern. All territories open. 
Address E-163, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


SALESMAN wanted for Maine, New Hamp- 
. shire and Vermont. Commission and draw- 
ing. References, age, etc., must accompany 
first letter. Address E-164, care Boot & Shoe 
wy” 239 West 39th Street, New York, 











FOR SALE 


BiGGEsT and Best exclusive shoe store, 
good location, reasonable rent, coming town 
in Muscle Shoals District where government 
is spending : millions and appropriated more. 
Wilt sell Fixtures and Lease separate. Ad- 
dress E-143, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


EXCEPTIONALLY high grade men and 

women, walnut shoe shelving, floor cases, 

hosiery cases, etc. Corresp licited 

Perdue Office Furniture Company, Jacksonville, 
orida. 


BEST location for shoe store in Central 
Western Wisconsin. City of 6000. In 
rosperous dairy section. Fixtures for sale. 

w price. Get in for Spring trade. Write 
for particulars. Be sure to look this up. Ad- 
dress E-166, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








ad. 











FOR SALE—Modern equipped shoe store. 
Live town. Will reduce to suit. Exceptional 
opportunity. Box 252, Aberdeen, S. D. 


PART interest in old established shoe manu- 
facturing concern, located in eastern_Penn- 
sylvania, making pre-welts, for sale. Experi- 
enced salesman preferred. Address E-172, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





VOLUME SALESMAN 
AVAILABLE 


A well known salesman who has 
for some years sold volume trade 
throughout the country is available 
for the present season. Has fine 
following with wholesale, mail 
order, department store and chain 
store organizations. Can open up 
sizeable business on a popular price 

















line. Best of references furnished. 
Address E171 care Boor & SHOE 
RECORDER, 239 West 39th Street, 


New York, N. Y. 














THOROUGHLY experienced Shoe Salesman. 
Wide Pacific Coast acquaintance. Open for 
proposition for Ca)iforma or Pacific Coast. 
Consider any grade Men’s or Women’s. Refer- 
ences submitted on request. Address E-159. 
care Boot Shoe Recorder, 239 West 39th 


& 
Street, New York, N. Y. 





YOUNG Man, Age 26—Lifetime background in 
shoe business—Experienced salesman—Book- 
keeper—seeks an opportunity. J. Rosenzweig, 
2899 Kingsbridge Terrace, New York, N. Y. 





CAPABLE. Manager—Shoe store or depart- 
ment, wishes position where ability, integ- 
rity, industry and high moral character are 
desired. Age 44, married, references. C. M. 
Ross, 1021 North Beard, Shawnee, Oklahoma. 





XPERT shoe fitter and salesman_ desires 
connection in men’s department. Formert 
with Volk Bros. Co., Dallas, Texas, in men’s 
department for 9 years. Graduate shoe fitter 
T. Wright & Co. Arch-Preserver 


School. “Al references as to business ability 





and honesty—John J. Skally, 803 Church St., 
Mobile, Ala. 





mum charge 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
5 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
§= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 


In all other cases each word of the 
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LINE WANTED 


MERCHANTS’ NEEDS 


DISPLAY SERVICE 





SALESMAN with following in territory of 
Hawaii would like to connect with manu- 
facturer or jobber of women’s novelties at 
popular prices. References. Write to Gordon 
P. Miller, 16 Pantheon Bldg., Honolulu, T. H. 





WANTED a line of popular priced women’s 

shoes for the Southwest. have a good 
following with the better class of merchants 
in the states of Texas, Oklahoma, Arkansas 
and Louisiana, having traveled this territor 
for a number of years. References exchanged. 
W. F. McCandless, 317 West Dillingham St., 
Cleburne, Texas. 








ACCOUNTING SERVICE 








Accountant, 


will do bookkeeping for small 
firms at $5.00 per month. Ad- 
dress E-158, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 

















BUSINESS OPPORTUNITY 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful prac- 
tices in this new and dignifi profession. 
Home Study Course, including working 
models and equipment, furnished at low cost. 
Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 











M4 WANTED to open Independently owned 
chain stores in Michigan and other states. 


Handling Women’s Novelty Shoes at popular 
prices. $750.00 required for nearly half interest 
of store, for full details Address E-169, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








SHOE DEPT. WANTED 





GHOE DEPARTMENT WANTED: By live, 
responsible retailers of low and medium- 
priced footwear in De 
wear stores. Preferably within 300 miles of 


St. Louis. Address E-165, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 


rtment and Ready-to- 











MANAGERS WANTED 
WEEE? , Newnes ie tated Nery 
small and large towns in Mich. open. Ad- 


dress E-170, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








HOTELS 
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Tilts at Any Angle 





M. D. Pollinger Co. 
HOLLAND BLDG. 
ST. LOUIS Mo. 


AVOID REFUNDS 
AND COMPLAINTS 


THE METZ HEEL 
CONFORMER 





Patent Pending 





Every retailer should own a Metz Hee) 
Conformer because it saves time, money 
and assures satisfied customers; avoids 
slipping at heels, gapping and _ raises 
vamps. Generally assures a perfect fit; 
avoids refunds and complaints. Simple to 
operate—the pressure of your os con- 


trols the shrinkage to the desired pro- 
portion. 


Warning—Do not accept substitutes or infringe- 
ments by other products. 


$25.00 F.O.B. 


METZ DEVICE CO. 
203 MARKET ST. PATERSON, N. J: 


Catalog on Request 









AN 
ATTRACTIVE 
FITTING 
STOOL 


Solid, Substantial, 
Practical 
Metal Frame — 
Walnut Seat 


$3.50 


ARROW DECORATING: FIXTURE C° 


7 N.FOURTH ST. PHILA., PA. 
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WANTED TO PURCHASE 








Buyers of Surplus Stocks 
wt ebbameurye,ste f s 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 

106 Duane St. New York 
Phone Worth 2-5377 and 6378 








WE BUY 
Entire or Surplus Wholesale and Retail 


Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 
89 Reade St. 4 Cor. ‘charch . 

° . 

Phone Barclay 17-7887 New York City 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 
MAX KALTER & CO., INC. 


Phone Canal 6-4371 
591 BROADWAY NEW YORK CITY 











CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 
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To 
Our Advertisers 
In This Issue 








AMMOR push in the direction of 
foot health service is to be made 
by the shoe stores of America during 
National Foot Health Week, April 
22-27. In preparation for that event, 
BOOT AND SHOE RECORDER will 
tell shoe merchants how to plan and 
promote Foot Health Week. Plans 
for a co-operative promotion have 
been discussed in several articles al- 
ready published. Next week we will 
get right down to brass tacks with 
definite ideas and suggestions for ads 
and displays. 










Promotion is one of the biggest 
factors in successful shoe selling under 
the retail conditions which exist today, 
and the retailers who are alert to 
recognize this situation are the ones 
who are carrying away the honors. 
How an outstanding Texas store 
staged a shoe fashion show in con- 
nection with the Southwestern Auto 
Show at Dallas is a fascinating story 
that suggests many possibilities to 
resourceful retailers. This story will 
be another of next week's features. 




















BOOT and SHOE RECORDER 
239 West 39TH Street, New York, N. Y. 






Advertising Offices: 


New Yor«k 


239 W. 39th St. 
Telephone: Pennsylvania 6-1100 
8. G. Krivit 








CxrIcaco 
209 8S. State St. 
Telephone: Wabash 8058 
B. C. Bowmen 





BosTon 


140 Tederal &; 
Telep 4460 
> Fr. Dorson 






Sr. Louis 
1627 Locust St. 
Telephone: Garfield 3347 
Hucu M. Bown 


PHILADELPHIA 
N. W.. Gorner 56th and Chestnut Sts. 
Sherwood 
a WaLT ‘TER SCOTT 










CINOINNATI 
Telephone: Parkway 6648 
Ratra R, Lepper 






SUBSCRIPTION RATES 


The aye price of the Boor & SHom Recorper 
is $ $3.00. cs one yer. which Ancludes postage in the 
Uni FH wy ons. Tax in Canada. 







FOREIGN SUBSCRIPTION—The 
countries except the above is $1 
cluding postage. 


peice to all foreign 
per year in- 








All subscriptions are payable in advanve. Single copies 
25 cents. 
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INDIES 
BROWN 
No. 
96 
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The brown shoe used to be a 
fall and winter fashion. 
Today, it carries into spring, 
because women wear it with 
beige, grey, bright colors, 
Pastels, and all prints that 
contain a touch of brown. 


Indies Brown No. 26 is selling 
today for late spring shoes. 
We believe that it will also 

REGISTERED be the first color to sell when 
in-stock manufacturers an- 
ticipate their fall require- 
ments, because it has the 
firmness of texture charac- 
teristic of Quaker City tan- 
nage, the depth and neutral- 
ity of color necessary for a 
successful brown. 


v 








QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519 West Huntingdon Street, - - Philadelphia, Pa. 
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FROM BREAKFAST to BEDTIME, 
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There has never been anything like this 
white kid season! It tops everything! 
Millions of white kid shoes of the 1935 
resort season are being worn out by 
day after day continuous service. Low 
heeled, sporty white kid shoes for morn- 
ing; high-heeled dressy patterns for 
afternoon and evening. 
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The utility of the all white kid shoe is 
proving itself in the summer lands right 
now. The serviceability and dependa- 
bility of “THE WHITEST WHITES” is 
proven constantly. 
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@. LEVOR 


Tanners over 


GLOVERSVILLE 




















THEY’RE WEARING WHITE KID 


OE ALUESE SLSR OES 
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Manufacturers cannot be expected to 
carry the requisite volume of stock 
shoes in white LEVOR kid this year. 
They will have all they can do to fill the 
make-up orders which are now 


piling-up. 


soni SU SQA AY QQ My y Ny N 


Unpreparedness for heavy demand 
leads to substitutions. White LEVOR 
washable kid is the most satisfactory 
white upper stock. You can give your 
customers this superior leather without 
adding to cost, but your orders must be 
placed in reasonable time. 








Your big profit season starts very soon! 








waPRR WEITEST 
CO.) IDC. Wier 


59 Years STAY WHITE 


NEW YORK 
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and if you can't step up write us for 


It’s worth having! 


It’s chock full of ideas, suggestions, comments 
and plans that you can use to your own advantage. 
Ideas that will help you bring customers into your 


store for every shoe you stock, other leathers as 


well as kangaroo! 


It’s the “Daily Sales,” prepared at our order to 
help you do good business. And in addition to 
everything just mentioned, the “Daily Sales” ex- 
plains how you can obtain free mats of advertise- 
ments prepared for retail shoe dealers by a profes- 
sional advertising agency. This amounts to ob- 
taining attention getting illustrations, and inter- 


YOUR FREE COPY 


esting and convincingly written sales copy FREE 
for the advertisements you run in your local news- 
paper. i 

Write us for your copy. Address your letter to 
the Kangaroo Association, 9th & Westmoreland 
Streets, Philadelphia, Pennsylvania. Just ask us to 
send you the “Daily Sales.” Sponsored by the 
Surpass Leather Company, the Richard Young 
Company and the Ziegel-Eiseman Company, tan- 
ners of genuine Kangaroo. 


Australian KANGAROO tenned in AMERICA 





When writing advertisers please mention Boot and Shoe Recorder 








BOOT AND SHOE RECORDER, March 2, 





1935 





Page 5 

















MILLION 


DEOBPLE? 


WILL HEAR 


Your Old Friend 
The Health Spot Shoemaker 





Over Local Radio Stations 


Put the HEALTH SPOT SHOEMAKER to 
work for you over your local radio station! 
Get in line with the other dealers who are 
using these modern, effective sales-creators,— 
HEALTH SPOT SHOE electrical transcrip- 
tions! ..... At the rate dealers are ordering 
these radio records, the HEALTH SPOT 
SHOEMAKER will be talking to 82 million 
people by June 1. 


If you have a local radio station and HEALTH 
SPOT SHOES are not properly represented 
in your city—YOU ARE THE DEALER WE 
ARE LOOKING FOR—and here’s a real op- 
portunity. We'll furnish Radio Records to 


RADIO RECORDS 


The HEALTH SPOT SHOEMAKER is fast becoming a well known 
character because of his common sense advice on foot and shoe 
His talks are long enough to really tell people something. 
He knows his subject,—he is sincere in his sympathy for those who 
are suffering with their feet and in his efforts to help them. This 
type of character very definitely builds a listening audience who buy 


problems. 


HEALTH SPOT SHOES. . 


chandising plan to tie up with your broadcasts. 


Canadian Dealers can buy HEALTH SPOT 
SHOES in Canada from the manufacturers, 
THE MURRAY SHOE CO., LTD., LON- 
DON, ONTARIO. HEALTH SPOT BOOTS 
can be bought from H. J. Justin & Sons, 
Inc., 320 South Lake St., Fort Worth, 
Texas, who make and distribute them. 


The programs are high class; the 
finest band music is used ond the best announcing talent to intro- 
duce Your Old Friend, the HEALTH SPOT SHOEMAKER. Put the 
HEALTH SPOT SHOEMAKER to work for you NOW—and write 
for complete details on HEALTH SPOT SHOE “TEACHER” Mer- 


you free, if you will use them over your local 
radio station. Remember that by radio you 
can actually talk to that great trading popula- 
tion of yours which is sometimes four times as 
large as your actual city population. 


Don’t pass up this dominant selling force! 
Put the HEALTH SPOT SHOEMAKER TO 
WORK FOR YOU! The programs are com- 
plete on the records—all you have to do is 
give them to your local station and the 
HEALTH SPOT SHOEMAKER starts to work 
for you. Investigate your local radio rates 
today. 





MUSEBECK SHOE CO. 


Danville Illinois 


Please send complete details on your TEACHER 
Merchandising Plan. 


Dealer’s Name... 


Address 
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yet vitally important 





to the appearance and 


comfort of the shoe. 





THE QUALITY BOX: TOE 


GAC 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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There IS a Reason- 


EO L. STRAUSS & COMPANY 


Page 8 


c es AL BLOCK Presioent 


| INDIANAPOLIS 


t Hor Ss 


January 17th '35 


The Teeple Shoe Co. 


Waupun, Wis. 
Gentlemen: 


The Reason Why we like to 
sell TEEPLE SHOES. 


We know that when we sell our cus-— 
tomers Teeple Shoes we are giving 
them shoes which are honestly made, 
smartly styled and will fit well. 


We can earnestly say that TEEPLE 
SHOES have earned with us a reputation 
through a firm refusal to compromise 


with quality. e 


L. STRAUSS & COMPANY 


Qc Ph 


Buyer 


We value the good opinion of our customers and 
we believe you too will find the opinion ex- 
pressed in the letter above both informative and 
interesting, for it is not what WE say about 
TEEPLE SHOES, but what THEY say, which 


serves to guide and help others in buying 
right. ‘ Our catalog will show you in- 


teresting details supporting our 
slogan:—"They Will Wear Any 


Price You Ask!" 


No. 158 Bristol . . . stocked AA 8-12; A B = 

D 6-12 6/8 Leather Heel 

No. 168 Same in No. 60 Ohio's Brown Calf. $3.25 

Ne. 156 Baron .. . stocked AA 8-12; A B wes ON EVERY PAIR 


6-12 Ye Wingfent Heel ...............0005 $3. 
No. 156 and No. 158, Ohio's ‘Jack Jetta’ Calf, 


KISTLER 9 and {0 iren Bench Brand Soles, 
Degrained and Treated Insoles and Leather 


Counters. 
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